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ee ia ‘PICTURE POST’ COLOUR CHANGES : 
ai acai cai GEORGE BURNSIDE’S NEW JOB 


Advertiser's 
Weekly =: 


za  - ORGAN O F BRITISH ADVERTISING 


EVERY WOMAN 


s presents another 


RECORD ISSUE! 


FOR THE FIRST TIME in its history, October 
EVERYWOMAN has 128 pages and carries 634 


pages of colour and monotone advertisements. 


With advance bookings higher than at this time 
last year, EVERYWOMAN maintains the largest 
circulation of any woman's monthly journal in this 
country selling at more than one shilling and alone 
in this field, gives an A.B.C. certificate. 

Advertisers in EVERYWOMAN ean rely on rapid 
and substantial sales of all good commodities to 
a powerful readership of better-off women, well 
able to afford all they require for themselves. 
their homes and their families. EVERYWOMAN 


is automatic first choice for 1954. 


A.B.C. MONTHLY NET SALES 
$12.7 19 


& 


EverYWOMAN. 


Harris Kamlish, 
Advertisement Director, Odhams Press Lid., 
96/98 Long Acre, London, W.C.2. 
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ADVERTISER’S WEEKLY 


Noted M.P. to 
speak for 
itive TV 
competitive 
Principal speaker at the meet- 
ing which, as already announced, 
the Popular Television Associa- 
tion is to hold at Central Hall, 
Westminster, on September 28, 
will be Walter Elliot, M.P. 
Formed to campaign for com- 
mercial TV, the Association will 
hold further meetings in Man- 
chester, Birmingham, and Liver- 
pool, during the first three weeks 
in October. 
It has also 


county area 
Middlesex. 


500 weeklies are 
sounded on 


. . 
competition plan 
Five hundred letters will shortly 

go out to weekly newspapers in 
Britain inviting their co-operation 
in promoting competitions for 
their readers. They will be sent 
by Joseph Pendlebury, editor and 
director of the Bolton Standard, 
whose proposals were outlined 
in Apvertiser’S WEEKLY on 
August 13. ' 
Since then weekly papers in 
the South, Midlands and Scotland 
have written to Mr. Pendlebury 
indicating their interest in his 
suggestion that at least 100 
weeklies should arrange  co- 
operative weekly competitions. 


formed its first 
committee ~~ in 


Matter of proof 


One of the busiest 
tions men in America just now ts 
D. A. Bergman of the Kinsey 
Distilling Co., Philadelphia, who is 
informing hundreds of correspon- 
dents that his company are distillers, 
not book publishers, and that the 
Kinsey report was not issued by 
them as a free promotion piece for 
Kinsey whisky. 


public rela- 


BRISTOL BRITANNIA . . . 
>= 


To The Editor. . 


’ ’ 

Code of Standards 

Sik,—May I point out that the 
name of the British Direct Mail 
Advertising Association should 
be added to the list of leading 
Organisations supporting the 
British Code of Standards relat- 
ing to the advertising of medi- 
cines and treatments? 

1 would also add that the 
BDMAA Code of Standards 
Committee has, since its inception 
last year, offered advice and 
assistance to users of direct mail 
who had any fear that proposed 
literature might infringe the 
BDMAA Code (which incor- 
porates the British Code relating 
to medicines and treatments); a 
service which a number of ad- 
vertisers have been glad to make 
use of. 

R. J, COWEN. 
Chairman, 
BDMAA Code of Standards 
Committee. 


Early attention to 
pack design 
Sik,—If “Contact” had been a 
packaging man rather than an 
advertising man, he would prob- 
ably have seized on another point 
in the flowery advertisement of 
1719 which he quoted (August 
20). That final sentence, “the 
Bottles are Sealed with the 
Balsam Tree” is, of course, an 
early example of the use of an 
individual package design to 
ensure product-recognition, and 
of advertisement copy drawing 

attention to it. 

A similar reference is found in 
a still earlier advertisement——for 
Mr. ‘Theophilus Buckworth's 
Lozenges or Pectorals, in the 
Mercurius  Politicus, | London, 
Nove.nber 1660. Mr. #uckworth 
favoured the heraldic style of 
package design, evidently, for he 
advertised his lozenges as being 
“sealed up with his coat of arms 
on the papers.” Are there still 
earlier examples of advertise- 
ments drawing attention to the 
advertiser’s packaging? It would 
be interesting to hear of them. 

Atec Davis. 

Boston, Lincolnshire. 


First in the field 

Sirn,-With reference to your 
story “Farouk Beaten to It” 
(August 20) we should like to 
point out that we were the 
Originators of _ self - adhesive 
letters, figures, designs and also 
the advertising window stickers 
and we alone hold the patent 


licence for the self-adhesive 
materia] in England. 

We took the idea to America 
in 1949. Prior to that America 
did not know anything about the 
self-adhesive material. After my 
products appeared on the Ameri- 
can market the idea was taken 
up very quickly by other firms 
and we would not be at all sur- 
prised if the American multi- 
millionaire referred to in the 
story was not one of them. We 
can prove that we were the 
Originators of the idea. 

Our self-adhesive window 
stickers are being distributed in 
all parts of the world. 

M. ZELL. 
Director, 
Zell-em Ltd... 
Blackpool. 


A capital idea 
. : 9 
—or is it: 

Sir,—Most of us are agreed 
that the public relations campaign 
for the Advertising business is 
one that should be tackled as 
quickly as possible. 

I have a suggestion to make to 
all those people who would wish 
to create subtly, and perhans sub- 
consciously, a better feeling and 
reaction towards our industry. 
What is more, it will cost nothing, 

Would it not be even a short 
step forward if, every time the 
word ‘Advertising’ was written in 


IN THIS ISSUE— 


Launching a new product—test 
marketing, page 358 
NEXT WEEK: Typography of 
present day advertisements. 


its collective sense, the capital 
letter “A” was used? It would 
help to bring Advertising on to a 
level with so many other trades 
and professions that use this 
small, yet important, method of 
obtaining respect. 

ALAN BETTS, 
3, Woodstock Street, W.1. 


A mission for 


young artists 


Sir,—The only way to defeat 
Communism is to bring the world 
to see that there is something 
better for the masses if they will 
grasp it. The only force to rouse 
the brains and hearts of millions 
is intelligent, sincere and brilliant 
propaganda. 

Why are the efforts of the most 
informed people in the world so 
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backward in this field? Because 
the work of our creative artists 
is overseen by committees and 
boards, whose members are con- 
cerned with what pleases them. 
As a result crabbed age knocks 
all the quality and eagerness out 
of youth, 

Let a small group of young 
creative artists—artists of the pen 
and brush—get together; let them 
grasp the dreadful possibilities 
hanging over our people; let them 
awake to the words of Toulouse 
Lautrec that a poster is not a 
poster at all unless it jerks you 
back on your heels, grips your 
imagination and stays in your 
mind for ever. 

The young creative artists are 
amongst the greatest possessions 
of any great country. 

JASON GURNEY. 
2 Nugent Terrace, 
N.W.8. 


Jamaica prospects 

Some 40 agency representatives 
attended a cocktail party given 
by Colin Turner (London) Ltd. at 
the Aldwych Club to meet S. G. 
Fletcher, managing director of 
the Gleaner Co., Ltd., who pub- 
lish Jamaica’s only two news- 
papers The Daily Gleaner and 
the Srar. 

Mr. Fletcher spoke on market 
prospects in Jamaica. 


Registrations for the 
diploma exams 


Most colleges and evening insti- 
tutes begin enrolments for the 
forthcoming session towards the 
end of September. Colleges norm- 
ally expect students taking courses 
for the diploma examinations of 
the Advertising Association to 
possess a registration certificate 
issued by the Association before en- 
rolment takes place. Intending 
students are, therefore, advised to 
apply for registration to the Educar 
tion Secretary, The Advertising 
Association, 110 Fleet Street, E.C.4, 
without delay. 


eld allied - the West Country 


BRistoL EVENING POST 


with more than 132,000 daily circulation 


Head Office: SILVER STREET and BROADMEAD, BRISTOL 
London Office: 85 FLEET STREET, E.C.4. 
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More fat pay packets this week 


Just what I was thinking. With all the overtime our chaps have been os With the biggest daily net 


doing lately local traders must be enjoying a boom. sale on earth, the 


DAILY MIRROR 
offers the most powerful 
I wish I got overtime for all the extra hours I put in. mass market coverage in 


the history of daily 
So do I. There’s no getting away from it you know. By and large they’re newspapers at the lowest 


I know at least three fellows who have promised their wives washing machines. 


the people with the money to spend nowadays. Even without overtime they ; square inch per thousand 
enjoy a standard of living higher than they've ever known before. Go round = rate of all national 

their homes and you'll find any number of television sets, radiograms, to say dailies. 

nothing of motor cars. Luxuries which they would never have dreamed about 


before the war. 


Yes. As a matter of fact, although we make pretty expensive products, 
the chances are our best customers are people like those workers down When planning 


there. your schedules you 


MUST include 


DAILY MIRROR __ THE DAILY MIRROR 
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Tartan design 
for background 


Size and design are features of 
this neon installation recently com- 
pleted by Claude-General Neon 
Lights Ltd. for the Saxone Shoe 
Company in Coventry Street, 
W.1 


The design was prepared by 
Michael Egan in collaboration 
with Saxone head office at Kil- 
marnock, and Claudgen’s de- 
signers. The sign measures 30 ft. 
x 15 ft. and stresses that Saxone 
shoes are made in Scotland. 

The background is a tartan 
design using 1,180 feet of blue, 
daffodil and green tubing. On this 
is the lion of Scotland in pink 
with “Saxone Shoes” in banks of 
white and “Scots-made” in pink. 
At fascia level the wording is 
“Saxone shoes for men.” 


Trade teaser ads. 
herald big scheme 


Teaser advertisements now ap- 
pearing in the trade press for C. & 
E. Morton canned foods are the 
forerunners of an extensive con- 
sumer advertising campaign which 
will break soon. 

The ads. feature a soup spoon 
with an animated tomato and pea- 
pod. It announces that “Tasty 
news is on the way .. .” and that 
“The Morton spoon wil! name the 
day!"" Masius & Fergusson Ltd. 
are the agents. 


‘Picture Post’ will 


cut colour rates 


COMPETITION for colour advertising will be keener than 
ever next year when Hulton Press offer advertisers a cut 
of £100 a page on present four-colour rates in Picture Post. 


Starting with the tissue dated 
January 16, Picture Post will be 
printed on a new rotagravure 
machine which will print and 
bind in one operation, thus doing 
away with the present system of 
printing in sections and using a 
separate binder. 

“This new method,” — states 
George A. Cooper, advertisement 
controller for Hulton periodicals, 
“enables us to print four-colour 
pages at the same time as Mono- 
tone, and bind on one machine. 
There is a saving in costs which 
we will pass on to the advertiser 
by reducing our four-colour rate 
from £1,600 to £1,500 per page 

“It will be possible to have a 
considerably greater number of 
colour pages in one issue, offer- 
ing a better opportunity of meet 
ing colour requirements and 
fitting in with planned schedules. 


Solus colour on 
monotone spread 


“Apart from the usual make-up 
of two half-page advertisers 
sharing a page, we will now be 
able to offer a limited number of 
half-pages in colour, which will 
be solus colour on a monotone 
spread. They will be horizontal 
Pages in good positions and will 
have a special rate of £825 each 

“The new machine allows for 


all colour advertisements to be 
printed on the better finished 
side of the paper, not backed 
with other colour, From the re 
production point of view, this 1s 
a definite advantage and wil! help 
considerably in obtaining good 
colour printing. 

‘Orders already in hand will 
be adjusted automatically when 
the new machine is brought into 
operation.” 


‘Sunday Sketel’ 
| company is 
registered 
Sunday 


Sketch Ltd., has been regis- 
tered by Associated News- 


A new company, 


papers “to establish or 
acquire, print, and publish, 
newspapers, periodicals, 
magazines, books, journals, 
or other publications and the 
good will thereof.” Registered 
capital is £100 in £1 shares. 
Stuart McClean, managing 
director, Associated News- 
papers Litd., states that there 
are no plans afoot for pub- 
lishing a new Sunday paper. 


~~ 


Burnside’s 


ment” 


assignment with 
big American agency 


George Burnside, who left Erwin Wasey & 
Co., Ltd., last June, where, since 1946, he 
had been managing director, has returned 
from a flying visit to New York as a vice- 
president (London) of the Biow Co., Inc., 
640 Fifth Avenue, New York. 

Biow is among the ten top ranking 

in America, with an annual turn- 
over of nearly 60 million dollars. They hold 
several Proctor & Gamble accounts, 

Mr. Burnside told “Advertiser's Weekly” 
he had come back with “a svecial assign- 
the nature of which would be 
announced shortly. 
arrive in London on September 9. 


Milton Biow is due to 
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Trafalgar Square lights are ‘part of 
the London scene’ | 


PLANNERS’ 


ASSAULT FAILS: 


ONLY 


TWO OF THE SIGNS ARE VETOED 


DVERTISING has won the Battle of Trafalgar Square. 
Of the 12 electric signs which the Westminster City Council 
sought to ban, only two have been vetoed outright by 
Harold Macmillan, Minister of Housing and Local Government. 


The remainder have been given 
reprieves of various kinds. 


Four = signs Isle of Man, 
Bovril, Exide Batteries, and 
Canadian Pacificare to be 
allowed for three years, the nor 
mal period prescribed in the 
regulations 

A “breathing space” has been 
allowed in respect of the Martell 
Brandy, Moussec, B.O.A.C., and 
Sun Insurance signs, “to enable 
the Council and the advertisers to 
discuss details for modifications’ 
designed so that the signs hat 
monise more effectively with the 
features of the buildings and are 
reasonably inconspicuous in day 
light. 

The Guinness poster ts to be 
allowed tll the end of this year 
is it masks a war-damaged build 
ing which it is planned to rebuild 
Ihe Current News sign structure 
appeal has been dismissed but 
without prejudice to the submis 
sion of a fresh application 

Banned outright as seriously 
prejudicial to amenity are the 
Philips Radio and Television sign 
and the Regent Premier Sites Lid 
both on Grand Buildings 

At the public inquiry before 
the Minister's representative last 
March, the Philips sign was eritt 


Plans for a British edition otf 
“Time,” which have been under 
consideration for some months, bave 
been shelved. Walter Graebner, 
London director, Time-Lite Inter- 
national, states it has been decided 
it would be economically impractic- 
able to launch the = edition = at 
present. The situation, however, 
will be reviewed later on. 


cised as “the worst sign of them 
all” It was said “to offend in 
every Way, obstruct the skyline, 
entirely obliterate the main archi 
tectural features of the building 
The letter conveying Mr 
Macmillan’s decision to the Coun 
cil says that he is in broad agree 
ment that the encroachment of 
idvertisements on buildings which 
form part of this historic square 
is in Many ways to be regretted 
“At the same time,” it states 
“he has felt bound to have 
regard to the fact that some of 
these advertisements have been 
a feature of the sauare for 
many years and are looked 
upon by many as part of the 
London sCCHE. 
“While the existing disphiy as 
seen during daylight is excessive 
and seriously prejudicial to the 


amenities of the square, some dis- 
play of Tluminated signs at night 
need not be excluded, provided 
they are suitably designed and 
sited in relation to the buildings 
on which they are displayed so 
as to be reasonably inconspicuous 
by day.” 

“A very reasonable common 
sense decision by the Ministry,” 
was how Bernard Moss, secre 
tary, Electrical Sign Manufac 
turers Association, welcomed the 
news 


—and the lights of home to be 
featured in winter campaigns 


1 new Crompton lamp full colour 
showcard 


The poster which will be used in 
the record Atlas outdoor campaign. 


Lamp manufacturers are placing more 
emphasis on point of sale material 


Leading electric lamp manu- 
facturers are planning to make 
the public more brand con- 
scious. While press advertising 
this winter and autumn will 
again be heavy several firms 
are concentrating on counter 
display material to catch the 
customer's eye at the point of 
sale. 

Lkco-Ensign Electric Ltd. are 
introducing for the first time a 
counter display carton holding 12 
lamps. K. Howard, Ekco-Ensign 
advertising manager, told ADVER- 
riSeR'S Wrekty: “One of. the 
objects of this new display carton 
is to encourage the retailer to 
show Ekco lamps on the counter 
Normally electric lamps are 
stocked on shelves in any odd 
corner,” 

In addition a new full colour 
showcard has been produced 
Publicity to the trade will be 
heavy. A 100-page pocket cata- 
logue listing the entire range 
of Ekeo-Ensign products will be 
sent to all retailers and whole 
salers. Advertising in the trade 
and technical press will break in 
the middle of September. Will 
ings Press Service Ltd. handle the 
acoeount, 

Thorn Electric Industries Ltd 
have also produced a counter 
display carton for their Atlas 
lamps. A blue and white design 
is backed by red and = yellow 
condy strines. It) carries the 
slogan: “Don't forget your spare 
lamps!" 

But the main proportion of the 
\tlas appropriation this year will 
be spent on poster advertising. 
[his autumn they are launching 


what is claimed to be the 
“biggest-ever” poster campaign 
for electric lamps. Sites through 
out the country will be used. The 
posters will carry the message 

Atlas lamos and tubes all the 
better to see with.” 

Press advertising will be con- 
fined mainly to specialised press 
covering the electrical, architec- 
tural, engineering and other tech- 
mical journals. A, W. Newton 
Lid. are responsible for the Atlas 
outdoor publicity while Erwoods 
Lid. handle the press advertising. 


Osram’s new angle 

The General Electric Co., Ltd., 
are planning a similar promotion 
for their Osram lamps as last 
year. Once again there will be 
a heavy consumer press campaign 
concentrated in the national and 
provincial newspapers, women’s 
magazines and religious and 
motoring press A new angle 
will be used for trade and indus 
trial advertising but details have 
not yet been completed. W. S 
Crawford Ltd. are responsible for 
the advertising. 

The Crompton jamp advertis- 
ing campaign is planned to cover 
all sections of the lamp market, 
and includes a special appeal 
feature in a number of the popu 
lar women's journals 

The “Switch to Crompton 
Lamps” slogan has been changed 
to “Switch to Crompton Lamps 

For Life’—because the ordin 
ary lamp buyer wants long life 
as Well as more light from lamps. 

The poster campaign will be 
extended. A new version of the 
Crompton lamp cartoon film will 
be shown in some S500 cinemas. 


Crompton lamp advertising will 
be carried by daily and evening 
papers and by women’s maga- 
zines. Extensive trade journal! 
advertising is also planned. Dis- 
play material includes a new full- 
colour showeard. §. H. Benson 
Ltd. are the agents. 

A large portion of the Philips 
appropriation will also be spent 
on point of sale and other display 
material. Several sales aids which 
were successful last year are being 
retained in a modified form while 
several new pieces are being 
issued. 

Posters on the London Under- 
ground will be continued and 
there will be an extended poster 
campaign in tne provinces. Press 
advertising will be confined to the 
trade and technical journals. The 
agents are Erwin Wasey & Co., 
Ltd, 


Four-page ad. in 


‘The Times’ 

Considerable interest was 
aroused by a four-page inset in 
Tuesday's The Times, advertising 
the Wellcome Foundation Ltd. 
(Burroughs Wellcome & Co.). 

Separately numbered, and in 
appearance like a supplement to 
the issue, the advertisement com- 
memorated the centenary of the 
birth of Sir Henry S. Wellcome, 
the great manufacturing chemist 
It included an account of his life 
and achievements and of the re- 
sources and ramifications of the 
Organisation he founded. 

This four-page advertisement 
was carried at the normal Times 
rate of £1,000 a page. 
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Industries Fair. 


national and trade press. 


last year when £9,000 was spent 


Because of a steady 
home buyers at the 
motion plans for the 
have been 
hauled. 
9.000 firms, mostly 
hibitors, have 


completely 


received 


sections of the Fair. But 


The home poster campaign will 
be repeated on a similar scale as 


decrease 
in the number of exhibitors and 
B.1.F. pro- 
1954 Fair 
over- 
In previous years about 
previous ex- 
invita- 
tions to take space in the a 
this 


Six times as much on home 


press ads. for B.LF. 


Six times as much money 
will be spent on press advertis- 
ing in this country to bring 
more British exhibitors and 
buyers to the 1954 British 
More than 
£20,000 will be spent in the 


week invitations are being sent 
to some 30,000 manufacturers all 
over Britain by regional Board of 
Trade controllers. And, for the 
first time, exhibitors will have the 
opportunity of choosing the 
actual location of their stand on 
a “first come, first served” basis. 


Posters in March 


Preliminary press advertising 
will begin in September although 
the main campaign will not break 
unti] the spring. The poster cam 
paign is scheduled to begin in 
March 

In each overseas market of im 
portance to Britain a co-ordin- 


ated campaign of press and 
poster advertising, direct mail 
and editorial publicity is being 


planned to reach its peak a few 
weeks before the date at which 


4 


imiending buyers ought to hx 
reserving their passages 

Advertising agents for th 
B.LL.F. are W. S. Crawford Lid 

Special campaigns in Nort! 
America are handled by Hewitt 
Oxzilvy Benson & Mather Inc. of 
New York, and Walsh Advertis 
ing Inc. of Toronto 

This year over 25,000 copies of 
the advance London catalouu 
are being sent to overseas buyers 
and nearly as many of the Birm 
ingham edition. Last year 20,000 
London and 15,000 Birminghan 
advance catalogues were dist: 
buted overseas 

In the London catalogue for 
the first time advertisements wil! 
be placed opposite the exhibitors’ 
entry Wherever possible An 
extra £10 premium is being 
charged for this 


Test teams will 
help NABS on 


‘Two Freds’ day 


A cricket bat autographed by 
members of both the Australian 
and England Test teams after last 
week's famous match at the Oval. 
when England regained the 
Ashes, will be auctioned at Hur- 
lingham on September 9 at the 
end of the “Two Freds” match 
for N.A.B.S. 

Thanks are due to Dudley 
Turner for his success in getting 
this notable prize for auction. 

Another interesting item on the 
auctioneer’s list is provided by 
Hockley, of Argus Press 
two tickets for the England 


v. New Zealand rugby inter- 
national at Twickenham next 
January Incidentally, Mr. 


Hockley’s name is among those 
from whom the Press and Print 
team for the “Two Freds” match 
will be selected. 


More incentives 


Two more incentives for the 
players in this charity match are 
provided by: 

R. W. Dickenson, of Impact 
half-a-guinea for each run-out or 
stumping. 

Reg. Palmer, who recently re- 
tired from Kemsley Newspapers 
Ltd.—half-a-guinea for each 
catch. 


* See the “Week's Nabscrack” on 
page 376 


Trading group figures in new 
Census of Distribution tables 


Area tables, analysing results 
of the Census of Distribution and 
other services taken in 1951, show 
that there are more men than 
women fully engaged in retailing 
and services to the public 

Census information about 
catering. hairdressing, the motor 
and cycle trades. funeral furnish 
ing, portrait photography and 
repairers 1s given for the first 
time. 

The motor and cycle trades 
reported takings amounting to 
£546 million in 1950. Takings in 
the catering groun were £277 mil 
lion, of which £84 million came 
from canteens, £33 million from 


fried fish shops. £31 million 
from licensed restaurants and 
catering in railway stations. and 


the rest, amounting to £129 mil 
lion, came from unlicensed rest- 
aurants, cafés. snack bars. coffee 
stalls, etc Public houses were 
not included in the Census, nor 
catering in hotels and boarding 
establishments Schoo] meals 
were not included 


How conurbations differ 

The tables give particulars of 
retail and service establishments 
in each county in Great Britain, 
and in all the towns within the 
county, excluding only the very 
small towns with less than 2.500 
inhabitants. and also for the re 
mainder of the county excluding 
the towns 

For Great Britain as a whole 
Scotland, Wales and the Standard 
Regions of England there are 
tables in the new volume show 
ing the numbers, sales and other 
particulars for every kind of 
retail and service establishment 
for which the Census provided 
details. Separate particulars are 
also given for five English conur 


bations in addition to Greate: 
London, The Census figures show 
that the total takings for retail 
sales and services per head of 
the nopulation are usually greater 
inva conurbation than in the sur 
rounding region. The establish 
ments in the conurbation are 
usually larger, but the differences 
between a corurbation and the 
surrounding region are not more 
striking than the differences be 
tween regions, and the conurba- 
tions differ a good deal from one 
another 


Printing dispute 


compromise plans 


The renort of the Court. of 
Inquiry annointed by the Minister 
of Labour to examine difficulties 
resulting from the production of 
the Daily Sketch at the News of 
the World offices. recommends 
that the National Society of 
Operative Printers and Assistants 
and the Printing Machine Man 
agers Trade Society, the two 
Unions in dispute, should seek a 
compromise settlement 

Substance of the suggested 
compromise is that. while the 
present members of _ the 
P.M.M.T.S. should be allowed to 
retain their membershin any new 
recruitment of machine 
should be by Natsopa 

The unions are urged, if they 
are unable to agree to com 
promise, to submit the disoute to 
immediate arbitration and to re 
consider their relations with a 
view to avoiding similar difficul 
ties in the future. as it is essential] 
in the interests of the whole news- 
paper industry in London that 
there should be an abiding settle- 
ment 


minders 
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Big advertisers 
in “TV Mirror 


Important 
popular 


addition to the 
magazine field is Th 


Virror, now launched by Amal 
gamated Press 
Priced 4d., this weekly is 


described as “the home magazine 
for the viewer and listener.” The 
26-page first issue, adorned with 
a front-cover picture of Terry 
Thomas sporting a lour-cigarette 
holder, concentrates strongly on 
stars and personalities. Articles 
by, or about, Sarah Churchill 
lerryv-Thomas, Barbara and 
Braden, Sir Compton Mackenzie, 
the Toppers, and Gilbert Harding 
are illustrated Ihe issue also 
announces a competition tor a 
160-guineca HEM.V. EV and Auto 
Radiogram. Included as a separ 
ate brochure is part one of a 
Radio and TV Who's Who and 
Photo-Qui 

First) print) order for ia 
Mirror was S00.000 copies. Whole 
page rate is LISO) Colour adver 


tising is confined to the back 
cover (full colour, £400), which 
in the first issue is taken by 
Pepsodent. Other advertisements 
are for Nescaté, Batchelors Peas, 


McDougall’s Self-Raising Flour, 
Ovaltine, the Regent Institute, 
and Kellogg's. Alan Adams is ad 
vertisement manage! 


Kileen has her Fling 


Eileen, the 


steam engine that 
recently won a traction engine 
race at which Lord Nuffield pre 
sented the prizes, carried supplies 
of Fling (a member of the Idris 
group), to the Mode! Engineers 
Exhibition, through the West End 
of London 

This promotion was carried out 
by Alastair Dacre Lacy, of Pub 
icity & Editorial Services Ltd 


. . . 
Union claim fails 
A claim for a five-day working 
week made by Dublin Typo 
graphical Provident Society on 
behalf of 350° oneratives em 
ployed in the four Dublin news 
papers has been rejected by the 
labour Court in lreland 

The claim was for a change 
over, without alteration of weekly 
wages, to a five-day working 
week, a proposal entailing a 
reduction of working time by 7! 
hours a fortnight 


The Irish Printers Pederation 
representing the employers, had 
stated that it would cost the 
Dublin newspapers an extra 


fRO.000 a vear 
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*Statistical Review’ notes spending spurt, forecasts 


°£5 MILLION A MONTH AVERAGE 
ON PRESS ADS’ 


HE effect of the Coronation on the increasing volume of 


press advertisin 
latest issue of the 


was “very limited,” according 
tatistical Review of Press Advertising. 
Expenditure on press display advertising during 


to the 
the April- 


June quarter was the highest ever checked, and “ advertising 


volume a 
states the 


Expenditure for the past 
quarter was 11°6 per cent up on 
that for the first quarter of the 
year and 30°54 per cent above 
that for the April-June period of 
last year. 

“The stimulus of the Corona- 
tion undoubtedly had some effect 
on advertising budgets, but in 
general much more advertisement 
space was available and it has 
been used,” it is stated, 

In support of this belief it is 
pointed out that there have been 
big increases in the spending on 
commodities that would not 
necessarily be stimulated by the 
Coronation, such as soaps, deter- 
gents, and dentifrice. 

With an aggregate of 
£15,213,374 the past quarter 1s 
almost £1,600,000 above — the 
preceding three months. News- 
papers have continued to enjoy 
the greatest relative increase in 
revenue although, in the quarter 
just ended, magazines registered a 
greater percentage increase than 
for a considerable period. For 
the whole of last year their total 
was about 5 per cent above that 
of 1951, whereas last quarter 
their revenue was 22°52 per cent 
higher than the figure for the 
same period of 19§2. 

Twice pre-war level 
“It appears that We may expect 

to see expenditure on press ad- 
vertising running at a monthly 
average of about £5,000,000; 
that is, somewhere about twice 
the pre-war level,” the Statistical 
Review beiieves. 

Aggregate expenditure for 
the first half of this year 
amounted to £28,.845,121 
28-04 per cent above the figure 
for the first half of last vear 


What is believed to be the 
highest expenditure ever recorded 
in any one quarter was reached 
by soaps and detergents, with 
£676, 884 It compares with 
£502,647 in the preceding three 
months, At £106,134, Surf was 
the most heavily advertised brand, 
with Persil not far behind, at 
£104,397. A measure of the ex- 
penditure by the two main con- 
testants in this field is given by 
the figures for the first quarter 
listing aggregate expenditure on 
the various products they market 
as: Lever, £39],774; Hedley, 
£268,758, 


eview. 


# to be headed for a new high this year” 


Dentifrice advertising  con- 
tinued well above the 1952 level, 
Maclean's being the © biggest 
spender in the part quarter, with 
£54,731. 

The usual seasonal decline in 
cereals advertising did not take 
place this year; on the contrary, 
spending rose from £166,771 to 
£187,144 between the two quar- 
terly periods. Health foods, 
though lower than for the pre- 
vious quarter, were, at £217,700, 
well above the £147,430 for the 
second three months of 1952. 

Doubts about the effect of the 
derationing of chocolate and 
sugar confectionery have proved 
unfounded. Manufacturers have 
been able not merely to meet in- 
creased demands but also to add 
new lines. For chocolate the 
quarter's total was £172,169, 
against £169,128 for the preced- 
ing quarter and £149,886 a year 
ago. Mars, at £73,058, far ex- 
ceeded any other advertiser. 
Sweets and toffees showed a far 
greater relative increase than 
chocolates, with £121,408, as 
compared with £59,433 in the 
March quarter. 

Following the usual decline in 
the opening months of the year. 
cigarette advertising rose sharply 
from £179,419 to £235,790. The 
dominant brands remained 
Players, £31,291; Craven A, 
£26,737; Wills’ Capstan, £23,824; 
and Kensitas, £22,272. 

Both hard and soft drinks show 
a steady upward trend. Adver- 
tising on beer jumped last 
quarter to £259,056, with Guin- 
ress leading at £50,440. Adver- 
tisers of gin, brandy, and liqueurs 
spent an aggregate of £98,802 last 
quarter, compared with £84,977 
in the comparable period last 
year. For soft drinks, the past 
quarter's total was £194,552, 
compared with £127,402 in the 
June quarter of 1952. Schweppes 
were well ahead of all other com- 
petitors, at £36,407. 

On petrol, last quarter's expen- 
diture of £491,309, although less 
than in the preceding three 
months, compared with £120,474 
for the second quarter of last 
year. 

One field in which there has 
been a decline both from the first 
quarter of this year and the 
second quarter of last year is 
Government advertising. Total 
expenditure for the past quarter 
was £221,305. 


COMPARISON OF THE QUARTERS’ SPENDING 


2nd gtr 2nd gtr. Rise 
1952 1953 percentage 

London Mornings a.df1,420 ashe.156 +35-71 
London Evenings 750,144 1,054,250 +41-73 
National Sundays 1,245,659 1,699,648 + 36-44 
Provincial Dailies 1,475,057 1,933,713 +31-09 
Provincial and Suburban Weeklies 412,439 609,598 +47°80 
Magazines 3,746,414 4,592,691 +22-52 
‘Technical : $85,030 449,214 +1667 
Trade 426,317 502,106 +17:17 

Total | £11,654,490 | £15,213,374 + 30°54 


| 
ANALYSIS OF SPENDING BY PRODUCT GROUPS 


Jan.-Fune Jan.-—Fune 


1953 1952 
; £ 
Household Soaps and Detergents 676,041 
Dentifrice 346,135 
Health and Baby Foods O6,916 
Cereal Foods 260,670 
Chocolate and Sweets 392,781 
Custards and Puddings 147,066 
Motor Cars 324,597 
Petrol 185,594 


How magazine publishers are 
increasing their advertising 
Home Chat be Jee nein 


Woman's Companion ... 
Radio Fun & 


fotal expenditure by magazine 
publishers on display advertising 
in the press during the first six 


months of 1953 tctalled £497,459 Girl's Crystal o-  -—aee 
as against expenditure in the Miracle ... —- --- 1,986 
similar period of 1952 of Popular Gardening _... 1,859 
£246,068--an increase of 102 per Mother & Home - kee 
cent, states the Statistical Review. Home Companion = 1,776 
Expenditures of the four Chicks Own _... i <n 
largest advertisers with individual Tiny Tots “aa ss ee 
figures for the most heavily ad- Bestway series ... ane 1,102 
vertised journals are as follows: Girls Crystal _... is 1,038 
Other journals ... ... 4,788 


NEWNES GROUP 


Woman's Own ... . £51,752 Total £77,498 
True Confessions 16,143 meinen 
Sunny Stories... «> =e 

Tit-Bits ... ae cae Se HULTON PRESS 
Modern Woman ... 5,203 Picture Post ... £33,734 
Smallholder sale ... 3,877 Robin 10,839 
Home Notes . 3,055 Housewife , ... 10,484 
Homes & Gardens . 2,980 Girl ie = «« ane 
Amateur Gardening... 2,476 Lilliput... sie «ao 
Other journals . saa 796 Other journals ... fd 865 


Total £101,985 


Total £62,517 


ODHAMS PRESS 


Woman _ £44,676 Pye Limited and 
John Bull 20,052 7 
Illustrated 14,645 the Radio Show 
Sporting Life Guide : §,328 
Evervwoman 4.768 We published last week a report 
Mother 7.399 «obtained from Television Informa- 
Picturegoer 1.706 ton Service, of Piccadilly Arcade, 
i "A 1499 S.W.1, that Pye Lid. intend to show 
Othe ype and demonstrate adaptors and dual 
ther journals 1.421 channel television sets and competi- 
‘ tive TV at the Radio Show, contrary 
Total £96,485 — to the general policy of the British 
——— Radio Equipment Manufacturers’ 
Association. 
AMALGAMATED PRESS We are informed by Pye Ltd. 


Evervhody’'s _ €28.863 ‘that there is, and has been, no 


shal 4 foundation for this statement or the 
La ~~ 4-0 ; rp report on which it was based. We 

oman ¢ ome ow, ~—-«o egret any misunderstanding or in- 
Woman's Illustrated ... 4,681 convenience which has been caused 
Woman's Journal 4.093 to Pye Ltd. by the publication of 
Woman & Beauty . 3,597 this unfounded report. 
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Italy will see 
Mackintosh 
Medal 


The Advertising Association 
has agreed to a request by the 
Royal Mint that the Mackintosh 
Medal, designed for the Associa- 
tion by Paul Vincze and struck 
by the Royal Mint, should be 
among a small number of British 
entries for an _ exhibition of 
medals which opens in the 
Palazzo Venezia, Rome, on Octo- 
ber 5. The exhibition is being 
organised by the Federation Inter- 
nationale Des _ Editeurs de 
Medailles. , 

The Mackintosh Medal has 
been exhibited once before—at 
the Roval Academy Summer 
Exhibition of 1952. The Medal 
was specially struck to mark the 
International Advertising Confer- 
ence, 1951, and is awarded annu- 
ally for “personal and public 
services to advertising.” It was 
awarded in 1951 to Lord Mack- 
intosh, in 1952 to Sir Miles 
Thomas, and the 1953 award ts 
stil! under consideration. 


AP acquire 
Fishers 


The Amalgamated Press Ltd. 
has acquired the old established 
business of the Fisher Bookbind- 
ing Co., Ltd., whose works are 
situated at Herne Hill, S.E.24. 

Fisher’s has been in existence 
for 130 years, and for a long 
period was a private family con- 
cern owned by the late Edgar P. 
Woodman. 

In 1923, on the death of her 
father, Miss G. V. Woodman 
assumed contro] but, in 1947, 
Methuen & Company Ltd. bought 
the company, Miss Woodman 
remaining as managing director. 

The new board will be Sir 
James Waterlow. Bt.. H. W. 
Snoad and G. H. Pothecary of the 
Amalgamated Press. with Miss 
G. V. Woodman, who will con- 
tinue as a director. 

The acquisition of Fisher’s by 
the Amalgamated Press will, in 
no way, affect the present busi- 
ness of the company which will 
be carried on exactly as before. 


Telling the Creme 
Puff story 


Heavy advertising will back the 
latest Max Factor product, Creme 
Puff make-up base and face powder. 
Large spaces are being booked by 
the agents, Crane Publicity Ltd., in 
national daily and Sunday news- 
papers, women's and fashion maga- 
zines and half-pages in local news- 
papers. 

Trade press advertising is telling 
retailers that the campai will be 
“telling the Creme Puff story 70 
million times in 14 million homes.” 


An advertisement on page 367 
gives the name of the advertiser as 
Richard Hockfeld (London) Ltd. 
This should read Richard Hochfeld 
(London) Ltd. 
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for 


Mr. ‘X’_will_speai: 


advertisers 


at 


Harrogate 


“Mr. X"—a mystery speaker— 
will open the first business ses- 
sion of the Advertising Clubs’ 
Conference at Harrogate (Sep- 
tember 25-—28). 

This session deals with the prob- 
lem of arousing advertiser in- 
terest in the Clubs. 

In asking “What can an advertis- 
ing club do for me?” Mr. X 
will be speaking in two capa- 
cities. As well as expressing 
his personal views, he will also 
be representing British national 
advertisers as a whole. 

He has, therefore, asked that he 
should remain anonymous, and 
his voice will 
recorded form. 

Some details of the “mystery 
speaker” can, however, be re- 
vealed. He is the chairman and 


be heard in. 


managing director of an im; 
tant British company, one of 
the largest advertisers in its 
own particular field, 

He is also one of those chairmen 
who believe that a company's 
advertising is a matter of the 
highest importance, and should 
not be delegated but should be 
the personal responsibility of 
the chief executive. 

He says that the success and 
growth of his own business 
during the past 30 years has 
been largely due to a policy of 
planned advertising, and that 
he therefore looks on it as the 
repayment of an obligation 
to an industry with which he 
has worked so closely during 
most of his business life—that 
he should make a contribution 
to one of its Conferences 


This “ 


Display ties up 
with film 


Sponce! Ltd., manufacturers of 
Spontex sponges, have produced 
a two-minute advertising film, 
“Come Clean,” which is now 
being exhibited in cinemas in 
London. the southern counties of 
England, and South Wales and 
will continue throughout the 
autumn 

By means of puppets the film 
introduces the whole range of 
Spontex toilet, household, car- 
cleaning and other sponges. 

As a retailer tie-up, a display 
consisting of a “wire man” 
similar to the puppets in the film 
has been produced. Made to fold 
flat so that it can be easily car- 
ried, it is erected by the Spontex 
representative with the aid of a 
“key” in half a minute. A num- 
ber can be carried without incon- 
venience, The model was 
designed and produced by Spon- 
cel’s advertising department. 


wire man,”” made to fold flat, 
as a tie-up with the 


has been designed for retailers to use 


Spontex two-minute advertising film. 


New brand name 
. 
for batteries 

As from September, traction, 
commercial and car starter batteries 
made by Crompton Parkinson Ltd., 
will be marketed under the brand 
name Crompton. When the C.P. 
group took over the Young Accumu- 
lator Co., Lid., in 1941, the brand 
name of Young batteries was 
retained. 

A new Crompton car starter bat- 
tery is being introduced and the 
combined development will be an- 
nounced by an extensive campaign 
in the national and trade press 
together with full colour posters on 
main road sites. 

Sales aids for the motor trade 
include leaflets and battery replace- 
ment cards covering all popular 
makes of cars. 

The posters featuring the slogan 
“Switch to Crompton batteries” 
will appear concurrently with this 
season's posters for Crompton 
lamps using the slogan “Switch to 
Crompton lamps—for life." The 
agents are S. H. Benson Ltd. 


ADVERTISER'S WEEKLY 


John Marshall the editor 


of the 
“Evening News,” presenting the 
Victor Victorum challenge cup for 
the best amateur exhibit in the 
“Evening News” Flower Show at 
Olympia last week. 


Flowers from the 
American press 


American newspapers collabor- 
ated in the efforts of Tom Downes, 
Evening News resident reporter in 
New York, to get as many as pos- 
sible of the 48 States of the U.S.A. 
represented by contributions of 
flowers in the Overseas Greetings 
display at the Evening News Flower 
Show at Olympia last week. 

Among those which responded to 
his invitation and sent specimens 
were: Arizona, Daily Star; Florida, 
Times-Union; Atlanta Journal; 
Baltimore Sun; Nebraska, World 
Herald; Reno Evening Gazette; The 
New Mexican; and Cincinatti Post. 


Lin-Can range 
extended 


New advertising by Lincolnshire 
Canners Ltd. will feature several 
additions to the Lin-Can range of 
ready-to-serve fruits and vegetables. 

Starting next month there will be 
full colour advertisements — in 
women’s magazines and family 
journals, New labels have been 
designed for the range. F. John Roe 
Advertising Lid. (Manchester) 
handle the account. 


30th anniversary 


The Women's Advertising Club 
of London will hold a cocktail party 
for members only to celebrate their 
3th anniversary at the Wine and 
Food Room, 30 Grosvenor Gardens, 
S.W.1, at 6.30 p.m., on September 1. 

The Club have appointed Mrs, M 
Pace (W. S. Crawford Lid.) as 
NABS steward and Miss A, Newton 
(Stuart Advertising Ltd.) as press 
secretary. 


ADVERTISING 
DIARY 


Tuesday, September 1. 
Disetay PRrovucers 
Painters ASSOCIATION 
branch) Paul W Sprinzel on 
“Soreen_ printing abroad” Old 
Nag’s Head Hotel, Manchester 2 
p.m 


AND SC#RFEN 
(Northern 


WOMEN’S ADVERTISING CLUB OF « 
Lonpon, 30th anniversary cocktail $ 
party. Wine and Food Room, 103 
Grosvenor Gardens, SW.1. 6 We 
p.m. 

BeirisHh ASSOCIATION OF INDUS 
TRIAL Eprroes (London and Home 
Counties Region) F. M. Henry on 
“House journals and sales prompe- 
tion.”” Shaftesbury Hotel, WC.2 


p.m 
Friday, September 4. 

Pusuiciry Cron ov Boumne- 
MOUTH luncheon mecting R. C 


Liebman on “The work of a public 
relations consultant.” 
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Over 1 years 
in railway 
publicity 


After more than 42 years’ service, 
Arthur Berriman, head of the press 
advertising section of the Britis) 
Railways (Southern Region) pubh 
city office, retires on Monday. 

Mr. Berriman joined the London 
& South Western Railway in 1911, 
after earlier training in accountancy 
When the first advertising depart 
ment was formed he was one of the 
onginal members and, in 1913, was 
transferred to the general ma agers 
office when the first publicity and 
continental department was formed. 
He returned to the publicity depart- 
ment after the war and, when the 
Southern Railway group was formed 
in 1923, he continued in that depart- 
ment until the nationalisation of the 
railways in 1946, when the Southern 
Ruuilway publicity department  be- 
came streamlined into the present 
organisation, 

* * 

R. A. Lodge, general manager of 
Innoxa (England) Ltd., has been 
appointed export director, and is 
leaving shortly on a tour of South 
Africa and Australia A. J. Der- 
mott, who for two and a half years 
has been deputy sales manager, has 
now been appointed home. sales 
manager, 


Colin Laird moves 


H. C. C. Laird is leaving the 
board of Erwin Wasey & Co., Ltd., 
after six and a half years to join 
Pear! & Dean Ltd. carly next month 
as Sales director 

(See Mainly Personal, page 376) 

* * * 

James ©. Butler has joined 
Measham Publications Lid. as 
editorial director, He is a journalist 
of wide experience, including many 
years overseas. He recently returned 
from New Zealand, where he was 
associate editor of the two national 
magazines, Newsview and Better 
Business. 

- * * 

Mrs. Doreen Wright has presented 
her husband, L. A. Wright, London 
representative of Justice of the 
Peace and Local Government Re- 
view, with a daughter, Christine 
Ann Marjoric. Mrs. Wright is the 
daughter of F. H. Carter, advertise 
ment director, ADVERTISER'S 
WPREKLY. 

* * a 

A. W. Hatwell, director, W. 
Horace Biggs Press Organisation 
Ltd., has been presented by his wife, 
Betty (neé Hancock), with a son, 
Timothy Rex. 
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Edward Haley, formerly a copy- 
writer with Cecil D. Notley Adver- 
tising Ltd., has joined the copy 
department of Auger & Turner Ltd. 
In addition Thomas Farley has 
started in the agency's art depart- 
ment. He was previously in charge 
of the design group at Studio Irwin 
ang prior to that was visualiser at 
C. J, Lytle (Advertising) Ltd. 

* * 


* 

Cecil Pasco has relinquished his 
position with Argus Press Holdings 
to take an appointment with Air 
Force Daily (printed by The Times, 
of London, for the publishers, 
Army Times Publishing Co.). 

* * * 


A. Bernard has left Aldridge Press 
{td. and formed British Industries 
Press, practitioners in printed pub- 
licity. 


Second ‘‘Time’”’ youth 
delegate for Harrogate 


fhe second Time magazine youth 
delegate to the coming Advertising 
Clubs’ Conference at Harrogate is 
25-years-old J. A. Kennington, of 
Hull Publicity Club. He is a mem- 
ber of the publicity staff of J. H. 
Fenner & Co., Ltd., power trans- 
mission engineers, of Hull. On 
completion of his national service 
with the Army, he entered Hull 
University College and took a 
degree in economics. From there 
he went to Cambridge where he 
took a further degree. 

* * 


S. L. McKinlay has been ap- 
pointed editor of the Glasgow 
Evening Times in succession to 
YT. P. Inglis, who is retiring on 
October | after 43° years’ service 
with George Outram & Co., Lid. 

* * * 

Edgar Russell, until recently art 
buyer at Greenlys, has joined the 
David Preston Design Group Lid. 
as sales manager. Mr. Russell will 
devote his time to serving advertis- 
ing agencies to enable David Preston 
to develop the consultancy side of 
the business. 

* * * 

The Manager has appointed 
G. W. Nockolds to be assistant ad- 
veruisement manager from Septem- 
ber 1. Mr. Nockolds was formerly 
on the advertising staff of the 
Condé Nast organisation. 

* * 


The General Advertising Co.., 
Lid., point out that the paragraph 
last week announcing L. B. Single- 
ton’s relinquishment of his appoint- 
ment with the company referred to 
him as acting managing director. 
This is incorrect. Mr. Singleton 
joined as managing director in 1945, 
and held this appointment since 
Newcastle. 


Creators of 


DESIGN-PRINT- DISPLAY 


Paraday Street, Manchester 1. Tel. Central 4965/6 


A. Berriman JO 


U.S. agency man visits 


. Butler 
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London 


Henry Slesar, creative director of 
Robert Orr and Associates, of New 
York, has been visiting Legget 
Nicholson & Partners” Ltd., his 
agency's British associates, for con- 
sultations. Aged 26, Mr. Slesar 
spent five years with Young & 
Rubicam on the copy side before 
moving to the Robert Orr agency 
four years ago. 

* * * 


W. J. Howell, London sales 
representative, Architectural Review, 
is leaving at the end of August to 
take up an administrative post with 
the Spectator. He will be succeeded by 
Kenneth Towell, who has been with 
The Standard Catalogue Co., Ltd., 
publishers of Architectural Design, 
for nearly 20 years. On September 
14 D. H. Maurice joins the com- 
pany’s circulation department. 

* * * 

Geoffrey Everitt, Radio Luxem- 
bourg’s chief announcer and “disc 
jockey,” has been recalled to 
London to augment the strength of 
Radio Luxembourg Advertising 
Lid.’s production division This 
move has been made to meet the 
increased demand for special pro- 
gramme treatments by various spon- 
sors. He will work with Philip 
Jones, head of Radio Luxembourg’s 
production division, in devising 
programmes for individual products 

* * * 

George D. Hawley ias taken up 
his duties as manager of the Mon- 
trose Review. For the past 24 years 
he has been printing manager of 
The Northern Scot, Elgin. 

* 

Alan Cormie has joined the New- 
castle upon Tyne office of Stowe 
& Bowden Ltd. His job will be to 
“co-ordinate the agency's expansion 
policy in the Newcastle office and to 
build up a strong creative team.” 
Mr. Cormie joined Tully-Crabbe 
Ltd. in 1935 as an artist and in 
1938 went to Doig Bros. & Co., 
Ltd., as a designer. He was ap- 
pointed studio manager in 1940. In 
1948 he sponsored the formation of 
Doig Advertising Service and 
came joint manager He created 
Studio Doig and was general man- 
ager until the time of his latest 
appointment, He ts founder mem- 
ber, hon. secretary and C.D. 
delegate of the Newcastle Club 


Walkers 


(Showcards) 


A. M. Sommerville 


Alexander Macdonald Sommer- 
ville, chairman and managing direc- 
tor of Sommerville & Milne Ltd., 
the Glasgow agency, died on Tues- 
day after a serious operation. He 
founded the firm 30 years ago. 

Mr. Sommerville was a founder 
member, and vice president, of the 
Publicity Club of Glasgow and an 
executive member of the local 
branch of the Incorporated Sales 
Managers’ Association. 

In addition he was a keen worker 
for the Institute of Incorporated 
Practitioners in Advertising and was 
for a considerable time hon. secre- 
tary of the Scottish branch. 

Fifty-eight years of age, he leaves 
a widow and three daughters. 


H. A. Lawrence 

H. A. Lawrence, secretary and 
chairman since 1936 of T. B. Law- 
rence Ltd., advertising contractors, 
died suddenly in Westminster Hos- 
pital on Sunday. 

He was the elder son of the late 
T. B. Lawrence, who died last 
March. Like his father he was 
devoted to music, and during the 
last ten years achieved outstanding 
successes with amateur choirs and 
orchestras. 


. 
Victor Brown 

The death has taken place in 
Dublin of Victor Brown, one of 
Ircland’s leading commercial artists. 
Born in England, Mr. Brown went 
to Ireland in 1921 and took a keen 
interest in Gaelic mythology which 
subsequently became the theme of 
much of his work. Apart from his 
normal commercial illustrating work 
he was also the designer of one of 
the Irish commemorative postage 
stamps. 


P. B. Boycott 


P. Blundell Boycott, who has died 
at the Hammersmith General Hos- 
pital after a short illness, had been 
on the staff of The Chemical Age 
since 1939, and for the past ten 
vears had been manager and pub- 
lisher of that journal. He was 64, 
and had only recently retired. 


T. Jones 


Major Tom Jones, managing 
director of the Caernarvon Herald 
and associated newspapers, died 
uddenly on Monday. He was 59. 


Ltd 
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Something of a mystery at 


Grosvenor Gardens? 


Looks like a case of housebreaking. Actually it is an idea for mending 
a window sash being tried out in the GOOD HOUSEKEEPING 
Institute before GOOD HOUSEKEEPING publishes it. 

In the Institute, everything domestic that is reviewed in the 
editorial columns of the magazine is tried and tested before the 
readers see it. So quite naturally they have complete faith in what- 
ever goes into GOOD HOUSEKEEPING. And, as advertisers well 
know, readers have unqualified confidence in the advertisement 
pages because 


Every advertisement in... 


' 14) 1g" ) 4) 
4 4 #4 
GOOD HOUSEKEEPING 


: is Guaranteed 


THE NATIONAL MAGAZINE COMPANY LIMITED - 2830 GROSVENOR GARDENS - LONDON - 
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One snip ahead 
of M. Dior 


Oscar Wilde maintained that 
life imitates art. Nevin D. Hirst e : 
(Advertising) Ltd. have proved [DESIGNING a poster for 
that life imitates artwork! the Motor Show involves 


Way back in November, long more problems than might be 
before Christian Dior had rocked — expected. 


the fashion world to its founda For instance, while it is 
tions with his short-skirted edict, obviously desirable that the 
Hirst’s produced an advertise- immediate impact of the design 
ment as part of their campaign should say “cars,” it is almost 
for Syddo hair interlinings. The  jmpossible to illustrate a car or 
sketch in the illustration showed = eyen a part of a car. This is 
a girl in abbreviated attire, and pecause identification with any 
the “Syddo Stanza” alongside particular make of car must be 
reads: “When skirts go up and avoided. 

waists come down, don't despair The same problem is posed, 
or wear a frown, Fromthe hem- and almost to the same degree, 
line to the nape, Syddo'd gar- by wheels, radiators, frontal 


ments keep their shape.” _ appearance and even steering 
Quick to take advantage of this wheels. 


lucky anticipation—and they do This year's poster, which was 
not claim it was anything more evolved by Graham & Gillies, 


than luck--Hirst’s are speeding and designed by “Hazel,” one of 
insertion and this ad. will 


soon appear in trade journals: 


the agency's group art directors, 
was selected from a number of 
competitive submissions. 

It solves the problem of saying 
“cars” without identification by 
the simple, if unusual method, of 
turning day into night, Two head- 
lights blaze out from an inky 
background, to illuminate the 
words, “Motor Show,” on the 
road ahead. The message “Earl's 
Court, October 21--October 31,” 
in bright yellow, is arranged to 
suggest the general form of the 
windscreen of the car, though 
the artist has been careful not to 
labour this point 

On the great majority of the 
posters, which are double-royals, 
this yellow printing is in lumin- 
ous Brillink, 

All sizes of this poster, as well 
as bus sides, were printed by 
James Upton Ltd., of Birming- 
ham. 


fe trae 


Trade paper checks retailers’ 


views on display aids 


The majority of display = material. Many retailers said the 
material and selling aids sent to) window display cards should be 
clothing outfitters go into the rub- = small, neat, and attractive, and 
bish bin without having been that publicity must sel! if it is 


used. to take the place of merchandise 
This challenging conclusion is ' & window, 
arrived at by Men's Wear after One popular suggestion was 


an investigation into manufac. that manufacturers should send 
turers’ sales materials. Thou- ‘Stockists an illustrated brochure 
sands of pounds are being wasted equesting orders for the display 
every year in producing display material required. 
material that never finds its way 
into the shop, it alleges. 

The investigation revealed that 


. 
Sales doubled in 
most manufacturers knew little of Tomato Week 
the average shop's requirements, 

Typical comments by retailers ‘The Tomato and Cucumber 
were: “Too much is sent out. Few Week in the West of Scotland 
showeards help to sell. Sizes of resulted in sales increases of up 
cards are often wrong, Manu- to 100 per cent in city retail 
facturers overlook the size of the shops, more particularly in the 
average smal! shop's window, uality shops where special pro- 
The same cards are turned out Motions were staged. 


vear after year. Many are 
Glasgow Exhibition 


battered in transit.” 
Film and stage stars’ faces on 
showeards did not sell men’s wear Arrangements are already in 
unless there was something to progress for this year’s Modern 
back them up. Topical tie-ups Homes Exhibition in the Kelvin 
were welcomed, but many were Hall, Glasgow, in October, book- 
weakened by poor. display ings are reported to be heavy 


Problems of a poster 
for the Motor Show 


LOmcOn ERCiAn®D 


This year's poster 


AD. BUDGET UP- 
SALES SOAR 


Sales of Autobrite car polish 
are reported to have reached a 
“record high” following trebling 
of the advertising appropriation 
for July. 

New advertising is being 
planned for the company’s Shim 
car shampoo and film remover. 
The manufacturers are circularis- 
ing retailers: “We don't expect 
you to sell E. R. Howard pro- 
ducts without the support of live, 
punchy advertising. So now 
watch out -there’s a real blast 
coming that will rock the retailers 
who are out of stock.” 

Sells Ltd. handle the E. R. 
Howard account. 


Tutors for IPA’s 

week-end course 

The Institute of Incorporated 
Practitioners in Advertising will 
hold its fourth week-end course 
for students at St. Peter's Hall, 
Oxford, from September 18-21. 

FE. Ward Burton, chairman of 
the L.1LP.A, education commitiee, 
will again preside. Tutorial staff 
will comprise R. S. Caplin (copy), 
Howard Wadman_ (layout) 
H. A. B. Lee (media), Eric Brown 
(mechanical production), with 
two new members, P. L. Stobo, 
of S. H. Benson Ltd.. and George 
Plante, of Young & Rubicam 

Theme for the exercise will be 
a novel one, presenting quite a 
different planning problem from 
those that were the subject of 
previous courses, 

Ihe courses are primarily in- 
tended for prospective candidates 
for the Institute examinations. 
but applications from Associates 
will be welcomed. Numbers are 
limited to sixty. Applications 
should reach the Institute by 
September 10 


3-D AD. TIE-UP 


On Tuesday of this week 
27,000 motor traders each 
received from Dunlop a pair 
of 3-D spectacles in a folder 
advertising Dunlop tyres. The 
spectacles are followed on 
Wednesday by a copy of this 
week’s issue of “Picture Post” 
which has a full page 3-D ad- 
vertisement showing a sales-; 
man handing a tyre across the 
counter. The advertisement? 
also appears on the front 
cover of the current “Motor 
Trader.” 

Spectacles and a copy of the 
“Picture Post” have also been 
issued to every member of 
Dunlop's tyre division 
throughout the country. They 
are the first tyre manufac- 
turers to use 3-D. 


Full coverage 


for “Salome” 


The Reader's Digest, British 
edition, will carry its first film 
advertisement in September. 

It is for Columbia’s Pictures’ 
“Salome,” starring Rita Hayworth 
and Stewart Granger, and is part 
of a world-wide promotion cam- 
paign using all thirty interna- 
tional editions of The Reader's 
Digest. These editions are pub- 
lished in 12 languages, and have 
a combined circulation of nearly 
seven million copies monthly. 
Donahue & Coe, New York, is 
the advertising agency that has 
handled this coverage. 


Evening classes in 
advertising for 


diploma students 


North-Western Polytechnic even- 
ing classes in preparation for the 
intermediate cxamination of the 
Advertising Association, will com- 
prise the following subjects: Divi- 
sion A, Economics in relation to 
advertising; English; Marketing; 
Introduction to advertising and its 
administration. Division B, Adver- 
tisement design, preparation and re- 
production; Media; Psychology in 
relation to advertising. 

In connection with the classes, 
practical demonstrations in type- 
setting, printing and book produc- 
tion will be given in the printing 
department of the Polytechnic. 

The fee is 30s. to 50s. for the 
session. Enrolment dates: Septem- 

sr 21, 22, 23; classes begin on 
September 28. 

Students are advised to obtain the 
regulations concerning the examina- 
tions from the Advertising Associa- 
tion. 


and for ISMA’s 
qualifying exam 


In preparation for the qualifying 
examination of the Incorporated 
Sales Managers’ Association even- 
ing classes will be held in: Econ- 
omic, legal and psychological aspects 
of industry and commerce, findncial 
and cost accounting, statistical 
method, and office organisation and 
method. 
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Wi lahe OR lessons from America 


ENLIGHTENED VIEW 


The apostles of gloom have been 
defeated. Common sense, 
equity and realism have won 
the day. 


This is the significance of the 
ministerial decision by which 
Trafalgar Square will keep 
most of its illuminated signs. 


While advertising interests do not 
get all they asked for, they 
have won a victory none the 
less. The Minister, while 
recognising the claims of 
“amenity” by his disapproval 
of existing displays as seen by 
day, concedes the substance of 
the advertising contention. 


Iuminated advertisements, he 
says, have been a feature of 
Trafalgar Square for many 
years, and are looked upon by 
many as part of the London 
scene. Provided they are suit- 
ably designed and sited so as 
to be reasonably inconspicuous 
by day, they need not be ex- 
cluded, The public, who enjoy 
the gaiety, the exciting play of 
light and colour, provided by 
the signs, will applaud him. 


For outdoor advertising it has 
been a hard and expensive 
fight, but well worth the cost, 
for the decision establishes a 
valuable precedent. 


LEARNING BY DOING 


One of the best ways to learn a 
job is to do it, and to profit by 
the results of trial and error. 


This principle has been effectively 
demonstrated in the week-end 
courses in advertising that have 
become such a successful fea- 
ture of LLP.A. educational 


work, 


‘hese advertising exercises, 
planned on the lines of an 
Army T.E.W.T., have given a 
succession of students an insight 
into advertising planning and 
technique that could hardly be 
obtained by any other method 
of tuition. 


For the next course, to be held 
at Oxford next month, the 
theme for an imaginary cam- 
paign (which must not be 
divulged until the day) is a 
novel one that will present a 
real challenge to imaginative 
strategic thinking. 


Agents, in the interests of good 
advertising, should give the 
junior members of their staffs 

~and some not so very junior— 
every encouragement to enrol. 


2/4 CLEMENTS INN, LONDON, W.C.2 


ECENTLY I returned 

from a seven months’ visit 
to America. Four of those 
months were spent studying 
American public relations 
methods with one of the largest 
firms of public rélations con- 
sultants in the United States. 

I also met and talked with 
many other public relations ex- 
perts, and was privileged to attend 
(and address) the annual confer- 
ence of the Public Relations 
Society of America in Washing- 
ton, 

One important fact became 
very clear to me after being in 
America for only a few weeks: 
there was little--if any —funda- 
mental difference between Ameri- 
can and British public relations. 
Our basic thinking is the same; 
the only difference lies in our 
methods of execution. There is 
ne doubt, however, that the 
American public relations firm 
has—overall —an easier task than 
its counterpart in this country. 

There are many reasons for 
this, 

First, American industry as a 
whole, through the pioneer efforts 
of many early _ practitioners, 
accepts public relations as an in- 
tegral part of management and 
production. 

Second, the average American 
editor looks upon public relations 
firms as partners and essential 
channels for news, not—as some- 
times happens in this country 
with suspicion and distrust. 

The public relations budget is 
never confused with that of the 
advertising appropriation; and 
whereas advertising agencies will, 
quite often, not even meet the 
president or boards of large con- 
cerns, public relations consultants 
always advise at the very top 
level. 

Fourthly, there is a far wider 
range of media in America 
hecause of their enormous radio 
and television networks; and also 
the large geographical area which 
is covered. 

But perhaps the most import- 
ant factor which is easing the task 
of the public relations man in 
America is the unlimited supply 
of newsprint. Many times in this 
country, a news editor might have 
to turn down a first-class story 
initiated by a public relations 
firm, simply because there is not 
the space for it. This can never 
be the case in America 

This is not to say, however, 
that there is not a great deal that 
we can learn from our American 
colleagues in this still relatively 
young profession. The most im- 


portant technical lesson we can 
learn is fo improve the presenta- 
tion of public relations to clients. 
I never heard once in America 
that awkward question which 
continually faces English public 
relations consultants: What 
exactly is public relations? 

If an American firm or indus- 
try does not use public relations 
it is not because they do not 
know of its value, but because 
there is some reason—good or 
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GUEST COLUMN 


by 
LORD MONTAGU 
of BEAULIEU 


director, 
Voice and Vision Ltd. 
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bad—for not wishing to have it 
practised in their sphere. 

A second lesson is that public 
relations firms should be more 
willing to tie up with each other 
to the mutual benefit of their 
clients. 

We should also seek to raise 


@ Autumn will see a deter- 
mined, new effort by the 
Federation of British Indus- 
tries and other specialised 
industrial associations to put 
new life into the export 
drive. 

@ Latest American soft drink 
venture is a sugarless and 
almost calory-less cola drink 
for diabetics and others who 
have to avoid calories for 
health reasons. 

® Latest American develop- 
ment in detergents: Germ- 
killing suds zive off a lemon 
fragrance. 

@ Part of the advertising cam- 
paign next spring by the 
British Rayon and Synthetic 
Fibres Federation may pub- 
licise rayon in men’s wear. 

@ Financial experts studying 
the aggregate increase in 
publishers’ capital and capi- 
tal reserves, take the view 
that the newspaper circula- 
tion fight is just beginning. 

@ Before large scale produc- 


To-morrow’ TOPICS 


the standard of personne! within 
our own profession. The average 
executive of an American public 
relations firm is of much higher 
calibre than his English counter- 
part; his training has always been 
thorough and complete. There 
are few American universities for 
example, without public relations 
courses which are well attended. 

There are few aspects of 
American life which are not in 
some way affected by American 
public relations techniques, The 
whole profession is a natural out- 
come of the development of 
world-wide communications in 
this century. The corners of the 
earth cau be reached within a 
matter of hours by one means of 
communication or another, With 
the great rise in literacy and the 
enormous influence of radio and 
television, it is only right that 
public relations should be taken 
as seriously in this country as in 
the United States. 

Taking result against result—a 
qualified British consultant not 
only obtains just as good results 
as an American one, but to do so 
he has to be much more clever, 
more subtle. And, in the long 
run, I firmly believe, the results 
are as effective—or more so. 


tion starts in the new mills 
in South Wales next sum- 
mer, makers of nylon stock- 
ings will make an all-out 
effort to establish brand 
names more strongly. 

® Described as “Chlorophyll's 
successor” is Permachem, 
now under test by American 
manufacturers. When paper, 
fabrics, cosmetics, paints, 
plastics, or the body are im- 
pregnated, it is claimed, 
disease-producing bacteria 
are inhibited. 

@ Prospects of an “electric 
Christmas” are bright. At 
that season the full weight 
of advertising for electric 
domestic appliances will be 
felt. 

@ Consumer advertising for 
products previously supplied 
on National Health Service 
prescriptions will be much 
heavier than anticipated if 
advance bookings are the 


guide. 
ROUND TABLE 


a Se 
ig 7 
- 
" | 
a . ee A 
| PC 
| _ a. 
. 
xB ee 
a : 
he 
s | 
} 
y a 
i —_ , 
| | 
= | 
: a | 
% T. B LAWRENCE LTD. 
; | Poster ) f e 
F ' eee 
= : : y i 
Le 
. ee Ee oi a ' x a ee 7 aaa . Sai aes a 2 a “ee ae ee = . ts 


Aucusr 27, 1953 


ADVERTISER'S WEEKLY 


2 Lay it on the floor, Add 
bicycle-plus-showcard stand... 
course, some bicycles... 


3 Add another diamond... 
a poster display unit...and, of 


and 4 Add more diamonds. .. as many as you want...and a 


strip-lit name-plate. £1 voila! Endless variety in Display, 
from a skilfully designed unit system. 


Just a few of the 


infinite variations that can be 


made with the diamond units. 


Something new in Bicycle Display! Something that can 
be adapted for a side-window, a front-window, a show- 
room or even an Exhibition Stand! That's what we had 
to plan with Hercules, and this advertisement gives a 
potted version of the finished job. For ‘RAVE’ notices, 
see Cycling Trade Papers — or ask any Dealer who's 
seen this point-of-sale triumph. 


Maybe we could solve your Display problem, too. 
Could be...could be! For whatever the size of 
the job we believe we give the best design, crafts- 
manship, service and value obtainable in Display .. . 
plus that essential touch of showmanship. Why not 
try? Ask switchboard to get EUSton 5351]. 


Leon Goodman Displays nico 


HOUSE OF IDEAS - 


119-125 WHITFIELD STREET - 


LONDON W.1 - EUSTON 5351 
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| bo all business enterprises 

there are elements of risk 
and no matter how cautiously 
or how scientifically a project 
is approached risk can never 
be completely eliminated. To 
put it another way, at some 
point in any project the ele- 
ment of judgment must come 
into play in assessing what the 
facts or assembled knowledge 
really mean; the test market is 
only a means of gathering fur- 
ther facts which will assist in 
forming an opinion. 

A test market will seldom give 
a clear cut answer to any of the 
marketing problems involved in 
the launching of a new product 
or the further development of an 
existing product at best it will 
give an indication of what might 
or might not happen at a further 
point in time when the operation 
is repeated on a larger scale. 

A test market or series of test 
markets is, after all, only a cross 
section of the whole market and 
can only be expected to give ac- 
curate results to the degree that 
it or they are representative of 
the national market in all respects. 

Bearing these basic points in 
mind, we might well consider two 
viewpoints on test marketing, 
both of which are fairly strongly 
held in this country, before con 
sidering what the Product De 
velopment Committee’s practical 
problems might be should they 
decide to conduct some form of 
test market. The question of 
whether to use test markets or 
not is too often the subject of 
open and shut arguments by two 
main schools of thought, 

On the one hand there are 
those who will never proceed 
without going through elaborate 
test marketing procedures and 
who may tend to over-caution, 
The other school _ believes 
strongly that a test market is the 
surest way to giving your com- 
petitor full benefit of your knowl 
edge and experience and that he 
can then start dead level when 
you enter on the full scale 
launching 

Both of these groups represent 
extremes and both, while having 
their points, really represent a 
misunderstanding of the proper 
uses of test markets. The former, 
as I have seen it happen, can so 
come to believe in test markets 
that they forsake normal business 
judgment in trying to solve prob- 
lems, refuse all risks and proceed 
to open yet another test market 
in the hope that it will provide 


MARKET: WHAT 


By W. A. C. COOPER, A.LP.A» 
director, Foote, Cone & Belding Ltd. 


TWO EXTREME VIEWPOINTS: TWO 
MEDIA AND PRODUCTS CAN BE 
TESTED: WHEN THERE SHOULD BE A TEST MARKET 
OPERATION: THE OBJECTIVES: POINTS TO BEAR IN 

MIND WHEN 


When there should be a test and how the 


operation should be conducted 


TYPES OF TEST 


TESTING. 


a clear cut answer which will save 
them from making a_ decision. 
The latter school are so worried 
by competition and so impressed 
with the idea that speed is 
directly associated with success 
that they forego the opportunity 
of a practice run and risk their 
whole capital in the main launch- 
ing. 

If one admits that both points 
of view have merit then one is 
faced with a middle course or a 
consideration of what can or can- 
not be accomplished with test 
markets. 


Two types 

First, let us define more clearly 
the types of test markets. I 
would say that there are two 
types: 

1. The area sales test which is 

aimed at testing the overall 
marketing operation on a 
reduced scale. 
The test town or area in 
which a specific attribute of 
the product or segment of 
the marketing Operation 1s 
being tested against a vari- 
ant in another town or 
merely against a control 
town. 

Both of these are test market- 
ing. 

In the first case one is submit- 
ting the product, price, package, 
the seiling organisation and the 
advertising, to one joint test on 
a small scale prior to launching 
on a broad scale with the object 
of ascertaining consumer accep- 
tance of the product when it is 


tv 


purchased freely under normal 
selling conditions, — 
This course might well be 


taken by the manufacturer who 
has either considerable  confi- 
dence that his marketing strategy 
is right but merely wants to test 
the running machinery and make 
adjustments, or by one who feels 
that he would rather reduce his 
total risk by developing one 
area at a time instead of attack- 
ing the whole country. 

While this method of testing 
protects capital and prevents a 
large scale fiasco, it is not par- 
ticularly useful for providing ac- 
curate information. 


In the first place, if the area 


test is successful in producing 
repeat sales, and these are the 
only ones that count, this is no 
guarantee that such will be the 
case on the broad scale launch- 
ing. It is, however, a pretty 
clear indication that the run- 
ning machinery is operating 
well and if similar conditions 
maintain, throughout the 
country, all should go well, 

But, if the reneat sales are not 
satisfactory, what is one to 
blame? the product, the ad- 
vertising, the sales approach, the 
price one cannot tell. One can 
Suspect and then, possibly, pro- 
ceed by consumer research to 
check and find out if, for ex- 
ample, the product was not as 
good as competition, or was used 
incorrectly, or again, if the ad- 
vertising message had reached in- 
sufficient people. 

The second’ method of testing 
particular attributes of the pro- 
duct or asnects of the marketing 
scheme is the more useful in that 
the results are often more clear 
cut and certainly more specific 
However, one must be quite 
clear on what can be tested and 
with what degree of accuracy. It 
is vitally important that the 
limitations of test marketing, 
in Britain particularly, are 
thoroughly understood and none 
overlooked 

A very great deal of test mar- 
keting has: been conducted in 
America and a_ considerable 
volume of information as to 
methods, results and advantages 
has been made available in pub- 
lished form there and over here 
However, while test markets can 
be operated in America and made 
to produce quite accurate answers 
1o specific questions, it does not 
follow that the same tests or type 
of tests can be as readily and as 
accurately carried out in Britain 

In America, towns and areas 
capable of isolation one of the 
most important requisites of a 
test market are much more 
easily found. Media facilities of 
all types are differently organised 
and much more highly localised 
than in Britain. A wider range 
of more detailed statistics on re- 
tailing and distribution, popula- 
tion structures and _ — socio- 
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economic groupings is available 
to the planner to aid in selecting 
towns that are more truly repre- 
sentative of the national average 

In Britain, truly isolated self- 
dependent communities are few 
and when other factors are taken 
into consideration the number of 
useful test towns is very limited. 
Media presents one of the great- 
est problems if one is testing a 
product which will be ultimately 
advertised on a national scale in 
the national press. 

This is particularly difficult 
if, for example, the national ad- 
vertising plan would indicate 
the use of women's magazines 
almost exclusively—-how does 
one secure in a test town the 
weight of advertising equivalent 
to that which such a com- 
munity would receive from a 
national campaign in women's 
magazines, when one has avail- 
able, say, one local paper, six 
cinemas and a few hundred 
poster sites? 

Thus, it is difficult from. this 
standpoint alone to take results 
from one or more test towns and 
plus them up to a national basis 
and draw conclusions as to what 
may happen on the national 
launching. Test towns, if care- 


. fully selected, are on the other 


hand useful for making compari- 
sons between one method and 
another and between one pro- 
duct attribute and another. 


What can be tested? 


What can be tested? Once 
having agreed that no absolute 
results will be secured, one can 
look at the relative results 

For reasons mentioned earlier, 
I would say that it is extremely 
difficult to attempt to test com- 
plete media plans and then relate 
the results to what may happen 
on a national scale. However, 
one can test the effect of one 
medium as against another, say 
cinema advertising as against out- 
door. Promotional media such as 
couponing and sampling methods 
can readily be checked in test 
towns to ascertain either which 
method is more productive or 
economical and effective results 
or which type of coupon or 
sample is the more effective 
Likewise, premiums and con- 
tests can be subjected to a series 
of test town operations and the 
relative effectiveness of 
method assessed 

If two distinct types of display 
material schemes are offered, 


each 


these can both be subjected to 
(Continued on page 362) 
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EL SISTEMA FERGUSON 
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L TRACTOR FERGUSON + os sme 


When a new magazine sells on sight, it’s a publishing success. When the 
people who buy it so readily also represent a rich market for goods and 
services of all kinds, it's an important advertising medium. LIFE en 
ESPANOL— the Spanish-language edition of LIFE INTERNATIONAL is 
both. Since its first appearance in the Spanish-speaking Republics of 
Latin America last January, every issue has literally sold cut on sight. 
Brilliantly edited by leading Latin American journalists, and with the 
same consistent picture-appeal of LIFE INTERNATIONAL’S English- 
language edition, LIFE EN EsPpANOL has a fast-growing circulation 
among men and women of the higher-salaried business, government 
and professional communities. These people, with the means to buy and 
the power to influence the buying of others, can open the markets of 
Latin America to your company. Once a fortnight, through the adver- 
tising pages of LIFE EN ESPANOL, you can talk business to them in their 
own language. The Advertisement Director will be pleased to send 
you full details. 


en espanol 


LIFE EN ESPANOL— average net paid circu 
lation 200,000-250,000 copies in Spanish, 
circulating in Central and South America. 
LIFE INTERNATIONAL— average net paid 
circulation 250,000 — 300,000 copies in 
English, circulating in 120 countries out- 
side North America 

These are the INTERNATIONAL FDITIONS of 
LIFE magazine 
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ADVERTISER'S WEEKLY 


REVIEW OF ADVERTISING 


DON’T TOUCH THE 
ATOM BOMB 


A warning that sample offers can prove a boomerang is given by COPYTASTER 
who cites instances of advertisers being greatly embarrassed by the volume of 
applications. He draws attention to the absurdity of working hard to promote 
goodwill in advertising only to have it lost by being unable to carry out the 
sample distribution in a speedy fashion, It should be the advertising agency's 
business to do all in its power to prevent a firm from making dangerous 
sample offers. 


TEYHE sage of Hollywood, 
Sam Goldwyn, is credited 
with this advice to his script- 
writers: “ Don't touch the 
atom bomb; its dynamite.” \n 
the same spirit | am tempted 
to say: “ Don't use a sample 
offer; it's a boomerang.” 
Certainly it is extremely dan- 
gerous to offer samples— free or 
otherwise —in the belief that your 
pre-war experience will be of any 
value in estimating the number of 
replies to an advertisement 
Such offers are much less com- 
mon than before the war, when 
the public had to a great extent 
become blasé or disillusioned 
about “generous free samples 
free and post free; send no 
money.” Now its appetite has 
returned and if-the offer is really 


attractive the replies can be over 
whelming. 

One scent manufacturer who 
offered generous samples for a 
shilling postal order was flabber- 
gasted at the sight of 130,000 
replies from one issue of one 
magazine. Bottles had to be made 
in a rush--and at a premium 
price. Essences and bases for the 
scent were in short supply and he 

not inappropriately-—-had to 
pay through the nose for them. 
Extra clerical ‘staff were needed, 
and what had started as a small 
stunt became a very costly opera- 
tion. 

Whether the scent that he cast 
upon the waters will eventually 
return a hundred-fold in the form 
of goodwill and extra profits is a 
matter of anxious speculation, 

Then again, a_ refrigerator 
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Compare all these features 
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THE HOTPOINT ELECTRIC APPLIANCE CO LTD PETERBOROUGH 
Londen Office and Showroom: Crown Mouse, Aldwych, W.C2 


s Pember of iN AL group of compenien an } 


At first glance this 
appears to be a 
very interesting ad- 
vertisement. Deeper 
study reveals 
several shortcom- 
ings. In particular 
it is far from clear 
and what people 
do not understand 
they do not remem- 
her. Selling points 
should have been 
cut by a third with 
the other advan- 
tages merely listed. 


manufacturer offered a children’s 
money box in the shape of a 
refrigerator in return for a_ shil- 
ling postal order. He made 
30,000 money boxes, but the 
replies were more than 100,000, 
A correspondent who sent a 

shilling at the beginning of 
February on behalf of his 
daughter was still indignantly 
waiting for delivery at the end 
of June—and vowing that when 
the Coronation rains stopped 
and the summer arrived he 
would rather buy an_ old- 
fashioned ice box than one of 
this advertiser's models: “Jf 
it takes them five months to 
make a money box, dammit, 
how long would I have to wait 
for service if their fridge went 
wrong?” 

Another advertiser-a client at 
the time offered a free booklet 
‘To check on the addressing and 
the quality of the envelopes, a 
colleague and I each filled in a 
coupon. It was an important 
hooklet, intended to elicit immedi- 
ate orders for a service costing 
from £25 to £50, and the business 
was entirely seasonal Yet i 
waited three and a half weeks for 
a renly—and then received three 
copies of the booklet by succes- 
sive posts. My colleague never 
heard from the company at all. 


That is all very unfortunate. 
Goodwill for a company grows 
too slowly and expensively to be 
hazarded by misfortune or mis- 
management such as this, and I 
have always believed that it is an 
advertising agency's business to 
do everything in its power to 
prevent it by issuing warnings and 
advice or asking pointed ques- 
tions at the highest level, even at 
risk of being metaphorically 
kicked downstairs for its pains. 


As a copywriter I find it hard 
indeed to maintain my enthusiasm 
for a client who consistently 
throws away with one hand the 
goodwill that | am putting in the 
other. In many businesses the 
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Do vou think this is a good advertisement? 


ty is said chat the beet advertisement 
is « personal recommendation by 4 
satistied user 
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This is a good advertisement in 

the opinion of Copytaster who 

considers a curiosity provoking 

headline better than a_ boastful 
claim, 


goodwill iis more valuable than all 
the other assets combined—yet 
the board will provide a safe for 
the petty cash and do nothing to 
guard the company’s good name. 


* * * 


However, our life is not an 
unending round of frustration. 
Quite fortuitously I have just 
discovered that another client— 
a motor car manufacturer—has 
completely rebuilt the engine of 
a neighbour's car free of charge, 
although it was more than three 
months beyond the end of its 
guarantee, and has even offered 
10 run it in on the bench for him. 

Next time I have to write about 
that client's service my burning 
enthusiasm will call for asbestos 
paper and a water-cooled nib. 

* * * 


THe makers of John Bull tyres 
ask whether Copytaster thinks 
this is a good advertisement, and 
the verdict is decidedly in its 
favour. I don't know how far 
the average cyclist would expect 
a tyre to go, but 10,000 miles 
seems a tremendous distance—so 
much so that at first I thought it 
was a great mistake not to put 
the news in the headline. But 
on further and better considera- 
tion I believe that a curiosity- 
provoking headline in a 
“hobbies” paper like Cycling or the 
Cyclists’ Gazette is better than a 
bold and boastful claim. Plenty 
of other advertisers will be boast- 
ing in 48-point type in the same 
issue about” racing _ victories, 
records and so forth, and such 
claims tend to cancel each other 
out. 

But to leave the main point 
about the 10.000 miles buried in 
the testimonial would have been 
carrving modesty to excess. The 
caption under the photograph 
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WORKS SITUATED MORE OR LESS 
ON YCUR DOORSTEP . 
many advantages in using Charles and Read 


for photo-litho-offset work, not 


. There are 


least is the 
fact that our works are self-contained and 
situated more or less on your doorstep. This 
calls, 


understandings and a lot of needless nattering. 


saves time, correspondence, trunk mise 


Incidentally, we are also very good printers. 


‘CHARLES 
~& READ 
LIMITED 


Printers by photo-litho-offset 


LONDON W.C.2. PHONE 


How 
to save 
money 
on buying © 
good 
print... 


WMA? 


Wy 


\ 


Yj 


IT WILL PAY YOU TO LET US QUOTE 
FOR LETTER PRESS AND OFFSET-LITHO 


ADVERTISER'S WEEKLY 


Printers’ estimates vary 
greatly, even for the same 
specification, largely because 
estimates allow varying 
amounts for “ contingencies ” 
—wasted time, wasted 
materials, plant running 
uneconomically. 

We have good Midlands 
craftsmen, more than an acre 
of fine plant and four 
working directors to see 
neither time nor materials are 
frittered away. That's why 
we can quote a keen price 
and still maintain our quality, 
noted for 59 years. 


Booklets e Leaflets e Can labels ¢ Box tops 
Fancy cartons e Showcards e Calendars etc. 
We are particularly well-equipped for long 
runs and repetition work. 


HOLBORN 2882 


Std »000 HUNDRED OR TEN MILLION 


THREE TYPES 


METCRAFT: Real metal, 
heavily embossed. Bronze, 
copper, aluminium or col- 
oured. Stick-on or tie-on, 


* 
CAMEO: Brilliant jewel- 
like paper seals, embossed 
in splendid colour, Your 
requirements for size and 
design can usually be met. 

* 
FILIMET: Fine cut-out 
seals in thin sheet metal. 
Ideal for names and trade 
marks. Can be moulded 
into plastics. 


Samples and prices gladly 
sent on request. 


29 LUDGATE HILL - LONDON - EC4: CITY 7357 
55 MARKET STREET ‘ MANCHESTER 3- BLACKFRIARS 4874 
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Walsall 
Lithographic 
Co. Ltd 


MIDLAND ROAD 
WALSALL 
WALSALL 3121 


Ce 61 Cis : 
WAN ‘ — | \ WN SWS ee 
fi, SSS SS WN WN . 
|! DLZERN : 
i / ~~ _ > SAN 
Le 
Ze eel SL: its 7 
——@Q>— AS 
= on Se ‘ [ 
WD E_= \\ 3 
CNS) Ne, 
=> ys \\ i ace 
| 3\ \} —— 
| II 1 iS - 
a = Coes | 
| TL ai iN IL | 
j woo nnn ! i 
| HHT | 2 i 
p CA 
= 4 W) : lof 
- 1B» -~ | ee COO i sits 
= Lhe a 
Pa 
‘ Wi 4 74 4 vA . WAVY WE . 
>» Oe Se ; 
2 i ee — Ss 4 — ors q 
AG oy ee 3 
eae ay Wey (LY J z 
4 Goji. SE) ig g 
} sit Tae A 0s “ss Tp Se 
ah TEES BRS ’ 
Be LY ,, TT 2,8, *, a 4s cs 4 
: “ee Nie 1 
NG { 
‘ wee NS. Do 
a <a Oe ‘, 
’ a reigt oN ' — —~ — - td : 
aF. oe : . 
ee | 
Pe a 
: a | | 
| \ 7 
SS oo 
\ r 
u | \ 
) —— ‘ 
es 
P 
| S * 
. 8Q QQ 
f crw | 4 
y 
Y): - : a 2 Fe eg ae. Sora . 2 he ; 


ADVERTISER'S WEEKLY 


@ Review of advertising continued 


was just the place to catch the housewives have ever 
washing-maghine closely 
This is said to be one of many to know, for example, what the 
unsolicited testimonials to John arrows in Fig. 3 mean 
Kull tyres, though | imagine that deed what that picture 
it is in many ways a great deal Posed to show or what a“bow!l- 
better than most. I shouldn't be  ¢Mptying pump” is, or why the 
surprised to hear that it inspired “bowl” —~which looks circular 
quite a large number of other Fig. 8—is described 
users to write. Once or twice in onal And I imagine 
the past | have seen testimonia womun anywhere, however 
breed like rabbits as soon as an Perienced, will be 
advertiser began to publish them reconcile the statements that the 
presumably because people like Power driven safety wringer has 
to see their names in print “4 positions yet 


hasty reader's eye 


Which reminds me that it is ™ adjustment 
ulways better, if you can get per 
mission, to publish the full names 


testimonials you use. Simply to 
vive the initials and the town or 


county is to. sacrifice both all sounds very 
interest and credibility. As Pooh- scientific, But what 
Bah remarked under — cross don't understand 


examination, the name “lends 


and unconvincing narrative.” 
¥ * s 

LooKING at this Hotpoint 
Washing Machine copy I de 
cided that it was Double Dutch points here were 
to me, and probably to every 
woman who has never owned o1 
used a washing machine, (Un 
grammatical Double Dutch, too! 
‘The time and energy it takes 
from start to finish éy less in a 
Hotpoint’) 


two-thirds merely 


many less than SO ner cent of — the real points home 


The advertisement looks very 
interesting at first glance 
and addresses of people whose good many readers 
doubt feel that even 
beyond their comprehension it 


remember. If | made Hotpoints 
verisimilitude to an otherwise bald ! would do a little 
among potential customers and 
try to talk to them in language 
they really understand, If about 
a third of the so-called selline 


lucidly explained and the other 


would have been a much more 
valuable advertisement, 


In any case a good many of 
the “selling points” are much ado 
about nothing, and they occupy 
Off-hand | would have said that = space better employed in driving 


Western Mail? 


When you are considering 
WALES as a market for 


goods or services... 


published in the Principality 
and a most powerful aid 


to SALES PROMOTION, 


* 


WALES—nationally! 


think of the WESTERN MAIL 
AND SOUTH WALES NEWS. 


the ONLY morning newspaper 


Head Office, CARDIFF. Tel. 33022 
Advertisement Manager, ROBERT H. HARRISON 


London Office, 176 Fleet Street, E.C.4 
Manager: GEORGE 3}. STUDD. Tel, Central 469! 
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LAUNCHING A NEW PRODUCT 


(Continued from page 358) 


test runs in different towns and 
the results from each type com- 
pared. 

When two distinct types of 
product can be manufactured 
either at the same price or vary- 
ing prices, it is possible to use 
test markets to decide which is 
the more likely to succeed. 

In all the above cases one is 
testing one particular aspect of 
the problem and it is most im- 
portant to remember in any test 
market that only one variant 
should be tested in each town. It 
is Often a great temptation to try 
and test more than one thing at 
a time in a test area with the re- 
sult, if the temptation is not re 
sisted, of not knowing which 
factor really influenced — the 
result, 

There are many products, how- 
ever, which by nature or method 
of marketing cannot be usefully 
subjected to any real form of 
test marketing and there are 
others where the frequency of 
purchase puts the idea out of 
court unless one is prepared to 
wait at least a vear before get- 
ting any information on re- 
purchase 


Should the Product Develop- 
ment Committee recommend a 
test market operation? 

Oniy if they feel, after a 
sound assessment of — the 
product and their plans for it, 
that test marketing will really 
produce more accurate infor- 
mation on specific points and 
help thus to condition their 
final judgment on the leunch- 
ing methods of the new 
product 
If they do decide then they 

must give consideration to the 
following points 


Objects 


First they must be clear on 
what they hope to aceomplish. 
Let us assume that they have two 
grades of the same product and 
wish to assess their relative merit 
from the consumer standpoint, 
Their objectives then might be: 

(a) To obtain information re- 

garding the relative con 
sumer attitude to the two 
products when purchased 
voluntarily and used under 
normal conditions in the 
home 

(b) To gain marketing and ad 

vertising experience with the 
type of product 

(ce) To ascertain the degree of 

consumer education neces- 
sarv with this new type of 
product. 

As both products are substan- 
tially the same it is quite feasible 
for them to secure information 
on headings (b) and (c) from 
both test towns unless, of course. 
the difference in the form of 
product requires a different ad- 
vertising technique or a differ 
ent method of use. Likewise. if 
both forms of the product are 


at the same price, then the ac- 
ceptance of the proposed price 


can also be judged, 


If, however, the price is dif- 
ferent for each type, then separ- 
ate test Operations may have to 
be conducted to assess the most 
acceptable price, once the most 
acceptable form of product has 
been separately established 


Method 


It is not possible in this article 
to detai] the complete process of 
Operating a test market, nor is 
it really necessary, providing one 
regards it as a normal marketing 
operation and takes care with the 
following points: 

(a) Selection of products 

The products to be tested 
must be from a normal pro- 
duction run, such as will 
ultimately be produced on 
a full-scale operation. The 
two types must differ from 
one another in -only one 
respect. 

(b) Selection of test towns or 
areas 

These must be truly rep 
resentative cross-sections of 
the total market and each 
town should Be as identi- 
cal as possible with = its 
paired test town. 

Scale of selling and promo- 
tional effort 

The weight of = sales 
effort into the trade, adver- 
tising and promotion ma- 
terial must be strictly pro- 
portionate to that which the 
product can expect to re- 
ceive On a national or full- 
scale launching. While this 
is very difficult to calculate, 
it is better to err on the 
side of under weighting. 

(d) Duration of the test 

This must be long enough 
to permit opportunity for a 
large number of the poten 
tial purchasers to re- 
purchase. 

Assessment of Results 
Great care must be taken 
in assessing results of test 
markets. If continuing 
stock checks can be con- 
ducted on a representative 
panel of shops in each town 
or area, then an assessment 
of consumer sales can be 
made as onnosed to merely 
comparing factory — ship- 
ments to each area 

It may not be possible to 
obtain the co-oneration of 
chain and multinle outlets 
in test areas and, thus, 
when assessing consumer 
sales this factor must be 
taken into account if, on 
full-scale launching, chains 
and multinles will be hand- 
ling the line 

Consumer attitude —_ to 
both tynes of product 
should be checked by con- 
sumer research among users 
and not merely be judged 
by sales in the areas 
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Most Radio and Photographic Dealers stock Grundig 
Ask for a demonstration today or write for illustrated Folder to: GRUNDIG (Gt. Britain) Ltd., Dept. A.W., Kidbrooke Park Road, London, S.E.4 
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Are your sales on 
the up or down in 
Bolton & District 


Keep them up through the 


BOLTON EVENING WEWS 


Lancashire Journal Series 
(SIX WEEKLY NEWSPAPERS) 


A combination giving 
a blanket coverage 


Rate 21/- per column inch for 
Evening or Weeklies 


Combined Circulation exceeds 169,000 


TILLOTSONS NEWSPAPERS LTD. 
MEALHOUSE LANE 6, ARLINGTON ST. 
BOLTON + LANCS LONDON S.W.1 


Telephone: Bolton 1993 Telephone: GRO. $220 
Advt. Manager: Wm. Sheppard London Manager: C. A. Miles 
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Is YOUR agency ready 
to go on the air? 


You must have a Grundig Tape Record 
Television. It steers your creative staff th: 
makes split-second timing available, smo: 
reproduction of all material in every pha 
It can also be used to take an infallible 1: 
and meetings, while it positively gulps dic: 


TWO HOUR SOUND TRACK 
Takes two hours of perfect speech recordiny and 
play-back, or one hour high-tidelity music 1 
and play-back on ONE spool of tape. The same 
tape can be used repeatedly, cach new rev 
automatically erasing the previous one 


FOOL-PROOF AND AMAZINGLY SIMPLE TO OPERATE 
Push-button control, magic eye tuning and the = « 
unique Grundig microphone give instant 
mastery of both recording and reproduction 
High-speed rewind mechanism returns you 
to any part of the two-hour tape in seconds 
As compact and portable as a suitcase 

PRICE 80 GNS. H.P. Terms Available 


TWO-SPEED TAPE 


handle Commercial Radio and 
th the pitfalls of “sound” advertist 
s the way and gives superb 
f its preparation for the * air , 

d of those important conferences 
ited letters 


ording 


rding 


RECORDER 


The Finest Tape Recorder in the 


ADVERTISER'S WEEKLY 


ng, 


World 


—@ 


A Bigger SALES FORCE 
FOR YOUR NEXT CAMPAIGN 


Hone Counris Wewsparers Group 


1,000 square miles of Beds, Herts and Bucks (with 

probably the lowest figure of unemployment in the 

country), is the area through which our eleven 
individual local newspapers circulate. 


A.B.C. NET WEEKLY SALES NOW 


130,395 


PER TRADE 
S$ COL ee FLAT 
INCH RATE 


Rate Cards for the Group or individual papers, on request 


REPRESENTED IN LONDON BY 


WILL KITCHEN, Jr. LTD., 131 Fleet Street, E.C.4 


Phone: CENTRAL 1960 
Head Office: MANCHESTER STREET, LUTON 
Phone: LUTON 5050 
Advertisement Manager: C,. W. Gilder 


Renn nrnrnrot ne ntet ect eto tebe: GQ 
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for THIRTY FOUR 
YEARS 


we have been helping Advertisers to build good business with Goodwill Gifts and many 
of those Advertisers we are serving to-day. 


A remarkable range of Advertising Gifts is open for inspection in our new showroom 
centrally situated at 16 Gt. Queen Strect, Kingsway, W.C.2 and we submit ranges of 
suitable lines to all who prefer it that way. 


[enquiries will be promptly attended to without implying any obligation. 


FRANCIS HOLLINGS & CO. LTD., 16 Gt. Queen Street, Kingsway, London, W.C.2 © /ancery 4600 
Specialists in Goodwill Gifts 


Please be sure to make 


a note of our new 
address and ” phone 
number. 


“ The Hand that gives—gathers.”’ 


The PUBLICITY /)at makes friends | © Y © ii © iD 
Those useful-——always useful —littke Booklets, artistically | | 
printed, telling on the cover all about your Products. | ADVERTISING GIFTS 


A permanent reminder cf your 


These are made by us 


services on the Executive’s desk. 
; A very sraal! selection 
from our range :— 
ae LADDERSTOP BOOKLETS GLASS ADVERTISING PAPERWEIGHTS 
we For Nylons and Silks 


Mending after wards—perfect 


PERFUME MATCHES 
For the lady's handbag 


FLOWER REFRESHING 
LEAV 


GLASS ASHTRAYS 


DESK PERPETUAL CALENDARS 
es 
Halve your flower bill 

Blooms last twice as long 
SOAP LEAVES 


EYE-GLASS CLEANERS 


DESK PENHOLDERS 


ROCKER BLOTTERS 


YE es 


oe abate ADVERTISING MIRRORS 

ae DIPSTICK TISSUES (small — large) 

a for Motorists 

a a MOTH MATCHES —o 

a So small, but deadly to moths . 

sats Line and half-tone designs reproduced 
ae AND NOW—OUR LATEST. A novelty every Housewife needs. on glass by a unique photoprinting 
ao .. The antancous ” TT . Saves th process. ; 
rd ap ue oo a MILK BOTTLE OPENER. Saves . ois Gifts available at modest prices 
3 awful “‘scrabbling ” with the fingernails at the metal foil cap. ranging from 4/- to 10/- including 
F In Great Britain alone, 30,000,000 Housewives need this. Purchase Tax. 

a : National advertisers may have samples on request. Please indicate quantity 

3 J- where quotations are desired 


MANUPACTURERS } “Send for NOVOLOR lib 
SUDDERICK & CO. LTD. eA 6/9 CHARTERHOUSE SQUARE 


catalogue 
25/27 SEFTON ROAD, WALTON, LIVERPOOL, 9 dling | LONDON, E.C.1 
FSTABRLISHED 1928 


Tel. CLERKENWELL 1625 
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OS 


ADVERTISER'S WEEKLY 


ADVERTISING GIFTS AND NOVELTIES 


of advertising gifts and novelties. 
have made their appearance. 


| AST year the pleasant 
4 field of advertising gifts 
and novelties was inevitably 
suffused by the glow of the on- 
coming Coronation and_ this 
fact was well noted in the sur- 
vey carried in ADVERTISER'S 
Weekty (September 4). This 
year matters return more or 
less. to normal. 

To a certain extent the fact of 
the Coronation imposed its high 
pomp and = circumstance upon 
the form and character of the 
traditional gifts. They tended to 
be more substantial, more serious 
and less fantastical than in some 
years before. To be sure they 
were wholly patriotic and drew 
largely upon the earlier Eliza- 
bethan age for design motifs and 
inspiration, 


Novel hidden chamber 
pencil 
Utility is a strong theme this 


year. There is even strong utility 
in the novelty penci] being mar- 


keted by Anglo Fancy Products 
Ltd., manufacturers of “Lady 
Bird’ fancy goods. Held in 


writing position with point down- 
ward in the hand it seems no 
more than a solid and expensive 
looking propelling pencil with 
a gold band, a half-inch or so 
wide, round the centre. But raise 
the hand a little, lift the point to 
the sky and the band slides back 
to reveal—well, whatever the 
giver wishes to reveal. It could 
be a Parisienne model, or it could 
be an item of the giver’s line of 
business. 

No matter what it is made 
ultimately to hold, the “hidden 
chamber” pencil is a novelty that 
will undoubtedly cause much 
amusement this year—and next 

A comprehensive service to the 
advertiser is offered by Advertis- 
ing Novelties Ltd. (incorporating 
National Ad-Pencils). Quotations 
will be given for specially de- 


signed items to meet particular 
requirements, 


If required special 


presentation packs will be sup- 
plied. This firm is also prepared 
to pack and post gifts enclosing 
necessary literature. The cus- 
tomer and the recipient are both 
protected by special insurance 
cover. Export assignments are 
also undertaken. 


Gifts adapted to special 

purposes 

The range of business gifts 
handled by Advertising Novelties 
Ltd. is comprehensive. The fol- 
lowing are chosen at random 
from the catalogue: desk thermo- 
meter, folding too] wallet, Perspex 
rule, shoe cleaning kit, bridge set, 
and revolving ash tray 

In the sphere of desk diaries 
for advertising a very impressive 
range is coming from Conrad's 
Fine Art Publishing Company 
All the jtems are in modern 
design and with best quality bind- 
ings. This firm which does not 
aim at novelty appeal! but at use 
fulness and quality, have devel 


oped bindings ranging from 
leatherette to  peccary, real 
morocco and calf. 

All the publications can be 


adapted to a customer's particu- 
lar purpose by the following ser 
vices: 
.Gold blocking of the name 
or trade mark on the cover; 
_ Gold blocking the names or 
initials of the recipient on 
the cover; 
_ Inserting pages with seasonal 
greetings or complete sec- 
tions with information con- 
cerning the givers goods or 
services; 
4. Overprinting 
special copy; 


te 


~ 


pages with 


5. Supplying special colours or 
grains of leather to match 
“house” colours unless an 


assortment is preferred 
Two items from this firm are 
worth snecial mention In the 
first place there is the Polypad 
which is quite new and consists 
of a desk nad diary, step indexed 
in three sections and showing a 


GOODWILL PRESENTS GO BACK TO 
NORMAL AFTER THE CORONATION 


The glories of the Coronation period being now in the past a more traditional appearance characterises a wide range 
Utility values appear to be very strong this \car but new techniques of styling 
Particularly noted in’ this survey is an entirely new pocket diary which enables the 
whole week to be seen at a glance, a diverting pencil novelty, and a desk calendar that seems to “think.” 


week at a glance in the matter of 
appointments The whole ts 
fixed with brass nuts to a non- 
slip wedge base and is refillable. 

Secondly, there is the triple set 
which represents an impressive 
presentation gift consisting of a 
day pad. an upright standard 
pocket diary, and a pocket ad- 
dress book. All the units of the 


set are bound in matching 
leathers. 
Another firm with a line of 


advertising diaries of special in- 
terest is Richard Hochfield (Lon- 
don) Ltd. One item they are of- 
fering this year is a combined 
diary and memo sized nine inches 
by seven. The diary is at one side 
and four separate memo pads are 
affixed to the other. In this way 
some notes can be allowed to re- 
main while others can be torn 
off without the other pages 
bearing the required notes also 
coming away from the binding. 
This combination is available in 
leather or leathercloth and is sup- 
plied boxed singly with eight re- 
fill pads 


From Richard Hochfeld also 
comes a plastic letter opener 
which combines a paper knife 


with a letter scale handling let- 
ters from one-half to two ounces 
in weight 

No matter how efficient the 
operator on the telephone board 
may be it is always an advantage 
to have near at hand an easy- 
reference number index. From R. 
Sculthorp & Co, Ltd, this year 
there is an alphabetical telephone 
index styled the “Alphodex.” A 
very neat and useful article. the 
cost is said to be rather half that 
of an average phone index 


Multiple-use diary now 
available 


An entirely new pocket diary 


comes from Shaw's Efficiency 
Devices. Called the “ Weck-to- 
View” this diary which is 
printed throughout on good 
quality blue writing paper. also 


serves as Memo pad. engagement 


Four writing pads are affixed to 
a desk diary sold by Richard 
Hochfeld (London) Ltd. 


Thick glass-based penholders are 
offered by Novolor Ltd, 


The alphabetical telephone index 
offered by R. S« ulthorp & Co., 


Lid. is time and temper-saving 
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ADVERTISER'S WEFKLY 


or your client’s Personal initials 


MM 


could be here... 
YL 


as a@ constant 
reminder to the 
people who use 
your products or ser- 
vices. We have a complete 

range of business goodwill 
gifts to suit all appropria- 
tions. These gifts have proved by 
our long experience to be the most 
suitable for all business relation purposes. 


Y 
Ms WY: 


| lly, | ! 


Write or “phone, without obligation, for free 


illustrated brochure. 
R. SCULTHORP & CO. LTD 
Blackfriars House New Bridge Street London EC4 


Dept. 18 
Telephone : CENtral 1812/3 
THE FIRM WITH A GIFT FOR ADVERTISING 


j 
/, 
Wy 


Britain’s foremost suppliers 


of 


ADVERTISING 
GIFTS 


We catalogue an all-price 


selection. Please send 
for a copy. 


18-21 CHARTERHOUSE SQUARE 
LONDON, E.C.! 


Phones : CLErkenwell 7110 & 2191 


| be had in 
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book, reminder, pocket book and 
calendar. Although of a size to 
fit the wasitcoat pocket, all the 
days of the week are displayed 
whenever the diary is opened. 

The cover is durable and may 
a number of colours. 
Refills are available each year, 
and the diary provides blank tear- 
off pages for notes 

An assortment of pocket diaries 
in various colours and bindings 
is also being offered by Burgess 
& Bowes Ltd. Four-line adver- 
tisements in gold foil can be 
included. 

A stapling machine is usually 
an affair of some weight, size and 
complexity yet its value in day- 
to-day usage is high. The fact is 
however, that an executive who 
prides himself on keeping a well- 
ordered desk has a_ preference 
for pinning that which could be 
stapled simply because pins 
are less obtrusive than a stapling 
machine, 

To counter this difficulty Anglo 
Fancy Products Ltd., are market- 
ing a tiny stapler which, encased 
in a transparent box along with 


a plentiful supply of staples, 
measures a fraction more than 
three inches long. under two 
inches wide, and less than an 


inch deep 

his miniature stapler can be 
provided with the name of the 
recipient or the giver worked on 
to the top of the main bar. 


Accessories to improve 

the desk 

In the broad field of desk ac- 
cessories Novolor Ltd. are issuing 
a line of distinctive gifts calcu- 
lated not merely to ease the day's 
work but also to lift the prestige 
of the desk upon which they are 
placed. Designs on these acces- 
sories can be in line and half-tone 
and reproduced in silver on 
colour, or in colour on silver. 
The following articles are avail- 
able this year. 
.Glass Paperweights in three 
Sizes. 
Perpetua] Calendar. This 
comes On a one-quarter inch 
thick glass base. 
Pen Holder. Glass-based this 
is fitted with a black plastic 
trumpet on chromium plated 
ball swivel to hold any pen 
size, 


ta 


fe 


Of limitless value, especially in 

emergencies, are pocket tool sets. 

The above is among _ those 
offered by Francis Hollings. 


4. A five-sided glass ashtray 

weighing 1:25 Ib 

In each case an_ individual 
design and/or message can be 
photo-printed on the glass. 

A range of pigskin desk acces- 
sories is available from Anglo 
Fancy Products Ltd. and includes 
a desk thermometer, barometer, 
paper knife and paper shears (in 
a pigskin sheath), and a rocker 
blotter. To match these accesso- 
ries are such items as clothes 
brushes, aid pocket articles. 

The idea behind such a com- 
prehensive range is that firms 
having a constant gift problem 
at the end of the year could begin 
by sending out one pigskin ar- 


This “robot” calendar will adjust 
itself even to the peculiarity of 
a leap year. 


ticle and follow up by sending 
another the year after. In this 
manner they could gradually 
equip an office and the reci- 
pient may well look forward to 
whatever might next come along. 

An item of desk furniture cal- 


(Continued on page 368) 


in 
three sections, this 
desk pad diary, the 


Step indexed 


“Polypad,” from 
Conrad's Fine Art 
Publishing Com- 
pany, shows the 
week ata glance in 
the matter of ap- 
pointments. The 


whole is fixed to a 
non-slip hase and 


is refillable. 
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Personal touch in design 
is long remembered 


The value of personally designed gifts is emphasised by 

a Correspondent who draws particular attention to the fact 

that new techniques have been developed for printing on 
pottery. 


HE worst of bright ideas is 
that someone has probably 
had them before. 


Advertising men cudgelling 


their brains for the latest “gim- 
mick” or something new for 
Christmas, could do worse than 
imagine themselves fairly pros- 
perous burghers in the Middle 
Ages. 

What would they have given 
friends and business contacts in 


those far off days? Undoubtedly 
some attractive gift made by a 
craftsman, but with a distinctive 
mark so they would never forget 
the sender. The march of science 
has put within our grasp methods 
of producing delightful individual 
gifts by mass-production means, 

Beatrice Warde, publicity man- 
ager of the Monotype Corpora- 
tion, last vear sent out a highly 
individual Christmas card—yet it 
was duplicated. She wrote a card 
by calligraphic means, incorporat- 
ing a story with a moral, and 
had it mass produced, 


Amusing cards by 

copywriters 

Modern methods of small off- 
set litho allow one to scribble, 
write or draw on aluminium 
plates with anything ranging 
from a ball-point pen to a piece 
of old wood. Alternatively, 
there are dozens of young 
artists who will produce a nice 
calligraphic job —incorporating 
one’s name, Monogram or even 
coat of arms. A good copy- 
writer could write an amusing 
piece on the holidays or Chret- 
mases you have enjoyed. Or a 
caricaturist could depict the 
sender on a card. Again an 
artist in ceramics could be asked 
to paint a nice design around a 
mug, and then treat it and fire it. 
It will come out nicely giazed, 
all personally designed—price 
about 30s. 


Powerful reminders from 
drinking vessels 


For something more mass-pro- 
duced the old art of lithography 
comes in once more. Ceramics 
can be produced now with draw- 
ings reproduced on them by 
photo-lithography. New _ tech- 
niques have been developed 
whereby designs can be printed 
on pottery. 


A pleasant piece of glassware 
can be suitably engraved—Coro- 
nation Year has provided many 
examples—with some _ tasteful 
message to friends and contacts. 
And remember that, particularly 
among men, a drinking vessel al 
ways has strong reminder value! 


How to influence the 
important 

A few years ago Hulton Press 
sent out a little booklet, printed 
in colour, with a number of 
Christmas games and puzzles 
organised by Hubert Phillips of 
the News Chronicle, It was a 
great success. Why not have a 
little booklet prepared with stiff 
boards and good quality paper 
with some funny drawings or 
even a ghost story? 

To win friends and influence 
people at the top level such iittle 
booklets could be printed on 
hand-made paper (Barcham 
Green's), with wood engravings 
by somebody like Reynolds 
Stone, Dorothea Braby, or Mark 
Severin (there are many others; 
these are just suggestions), printed 
by say the Curwen Press, the 
Baynard Press, Balding & Man- 
sell or printers of that calibre, 
and bound in leather with a 
modern gold tooling by San- 
gorksi and Sutcliffe, Zaechnsdorf 
or one of the few good binders 
that are left. Even business 
tycoons often prefer something 
very neat and tasteful. Did you 
see Linotype’s limited edition of 
Eric Gill's “Jerusalem Diary”? 
Probably not —there were only 
300 printed. But it made the re- 
cipients even more Linotype 
conscious than they already were 


Delightful calendars evict 

the commercials 

Think it out, Perhaps a calen- 
dar or diary will be really wel- 
comed, If it is like the Bowater 
calendar it will. This consists of 
a plastic holder and a set of ex- 
tremely well printed cards; one 
for each month of the year show- 
ing some interesting engraving or 
drawing and putting over the 


message that paper is needed in | 


the graphic arts. But it is all so 
delightfully done that 


people | 


keep the calendar on their desk | 


and throw the 
type away. 


“commercial” 


‘\ 
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ADVERTISING GIFTS 

SALES-AIDS 

AND 
NOVELTIES 


We cater for gifts in all price categories; for all 
trades and all occasions. 


Ask for illustrated catalogue AW/5 
showing many entirely new and 
original lines 


RICHARD HOCKFELD (London) LTD. 


28, Archway Road, London, N.1I9 


Telephone : ARChway 4388 
Telegrams : Reedoh, Norphone, London 


THE 
CONRAD 
DAY 
PAD 


* 


the 
favourite 
presentation gift for ‘“‘the Man who matters”’ 


Fully Mlustrated Catalogue on request 


THE CONRAD PRESS LIMITED 
193 Sloane Street, London, S.W.1. Sloane 6151-3 


* 
ad. mgr. 
blows up... 


%& ... and pats head of Account 
Executive, who thought of 
** advertising balloons. 
They're always before the 
public's eye, reminding ... selling 
.. Swelling sales. Your ‘‘Gartex”’ 
order is printed to sell your 
product. For details, write: 
Sales office Young . F 
Rubber Co., Ltd., 
Haydons Road, Wimbleden, 
S.W.19. Lie 6281-6. 


SILK Ay ARTS LS 


97 SHIRLEY ROAD. CROYOOM 
A4o0o01scomeet 8147-8 
HIGHEST GRADE SPEEDY SERVICE 
CLEAN © SHARP ) EXPRESS / 

fone | CRAFTSMANSHIP DELIVERY 


“DAY-OL.O”? printers 
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“SYSTEM” 
Make Idea! Advertising Gifts 


et and Oeste 
Wwe oe * Calendar on from 
\ way —— =3 
ret “1 ee ee 
eat \ emo sheets for preceding 
ata 
ee — . \ Business maxims for each day 
-- or: fe Vee 
<ryh, , Self-Locking Rods for holding 
sheets 


Three Months Calendar on 
of Oated sheets for coming days 
of year 


Pencil rest, 
elwayt withen 
wah ———s 


Your business announcement neatly overprinted in colour on 
each daily sheet will keep your name and services prominently 
before your customers every hour of every working day of the 
year. Supplied with plastic stands in attractive colours and with 
chromium fittings, or in handsome covers also in a variety of 
colours and materials, they not only afford all-the-year-round 
publicity, but provide your customers with a unique service that 
they will both use and appreciate. Even more important, from 
your point of view, they stay on the desk of the man who matters, 
and are not relegated to the general otlice after a few days use. 


Supremely useful and remarkably practical, they are in constant daily 
use serving as infallible reminders of appointments, jobs to be done, 
They more frequently referred to than any item of desk 
equipment and are one of the most effective and most sought-after 
items of continuous publicity available today. 


ete, are 


Write TODAY for Leaflet and Quotations to :— 
Shaw Publishing Co. Ltd., 180 Fleet Street, E.C.4 


U.P.C. Limited 


KINGSBURY WORKS, KINGSBURY ROAD, LONDON, N.W.9 


We are now in a position to supply from stock GLASS 
ASHTRAYS with advertisements fired on in any one colour 
with ceramic paint which is permanent. 


Advertisement 
be printed on 


can 
the 
sides in the three 
spaces between 
cigarette rests, with 
the same or three 


different cexts. 


Desk Diaries 


368 


AvuaGust 27, 


1953 


GIFTS AND NOVELTIES 


Goodwill presents 


—continued from page 366 


fascinate as well as 

“robot” calendar 
offered by Francis Hollings & 
Co., Lid. Described as “one of 
those marvellous machines which 
apparently thinks” this sets the 
day, date and month at one press 
of a button and takes care of 
differences in the number of days 
per month. 

A wide and new range of 
“Vogue” perpetual advertising 
calendars is also offered by Ther 
mold Ltd., of Leicester. 


Ashtrays with safety first 
device 


An exclusive line offered by 
Francis Hollings is an ashbow! 
so constructed as to ensure that 
smouldering stubs are at once 
extinguished. Names and mes- 
sages can be imprinted round the 


culated to 
aid is the 


bowl. From this firm too may be 
obtained sets of tools which, 
when folded up, look rather like 
large pocket knives: Inscriptions 
may of course be engraved. 


Popular appeal of a 
balloon 


It is unlikely that the toy bal- 
loon will ever lose its appeal. 
Let the atomic and the inter- 
stellar ages bring what they will 
this symbol of gay lighthearted- 
ness (even perhaps a symbol of an 
expanding economy) will always 
enliven the moment and, from an 
advertising standpoint, carry the 
message. The Young & Fogg 
Rubber Co., Ltd., with their wide 
“Gartex” range (all shapes, all 
colours) of pre-tested long-life 
balloons are well equipped to 
prove the point. 


AD. MAN’S BOOKSHELF 


Sumptuous encyclopaedia 


of photography 


Artificial Light wan en oy 
D> Rieck an theck, with a 
foreword by A. L "M Sowerby editor 
of Amateur Photography (Distributed tor 
Philip's Teohncal Library by Cleaver- 
Hulme Press Lid, 42s. 6d) 

his is an astonishing work run- 
ning to more than 350 seven by I1- 
inch art paper pages, most pro- 
fuscly illustrated and adequately 
bound for long service. The present 
English volume (translated by G. 
Ducloux, who has done a first rate 
job) was printed in the Netherlands 
and appears us a companion piece 
to the Dutch and German versions 
which have already appeared. 

It is by far the fullest work dealing 
with every aspect of artificial light- 
ing for photography that has ever 
appeared in a wngle volume in 
English. A most thorough introduc- 
tion on the theory of light is fol- 
lowed by an examination of types 
and quality of artificial lighting. 
Negative material, exposure, colour 
response are a few of the sections 
which precede those on different 
types of lighting —incandescent, gas- 
discharge, flash bulbs and others. 

There follows a detailed study of 
the practical application of filament 
and gas-discharge lamps in indoor 
photography, with an absorbing 
section on artificial light colour 
photography. Other subjects 
covered are the use of flash bulbs 

in great detail—dark room light- 
ing, infra red, ultra violet, micro- 
photography, clinical photography 
and many more. The book is almost 
worth buying for the magnificent 
colour plates alone; but rarely do 
we see colour printing of such a 
standard The half-tones, too, are 
truly outstanding both as represen- 
tative of the finest creative imagina- 
tive work, and of scientific, almost 
clinical fact-presentation. 

Ful! data for the majority of the 
illustrations appears as an appendix 

as do immensely useful tables, 
such as) comparative speeds for 


by G 


negative material, and exposure 
tables for flashbulbs. One could 
almost say that this book is as in 
dispensable to a photographer as a 
tripod 

Having said that, one must repeat 
that the sumptuousness and thorough 
ness of the volume as to content 
and presentation set a new high level 
challenge to British publishers of 
photographic works.—J.H. 


Aid for gardeners 


The Big Book of Gardening — De 
oe Bott (Odhama Press Lid 


Advertising men are 
divided into two hobby 
golfers and gardeners, 
to combine 


roughly 
groups 
Many seem 
both activities, though 
probably gardening claims _ the 
greater number. It is, therefore. 
not inappropriate to mention in 
these columns a recent contribution 
to the already considerable litera- 
ture on gardening. 

Is there anything new to be writ- 
ten of gardening? Bofl tackles the 
subject with the patient care and 
sustained = enthusiasm ich is 
characteristic of those for whom he 
caters: and, like every good 
gardener, has a keen eye for, and all 
the patience in the world with, the 
necessary preliminary spade work. 

In other words, Boff lays the 
foundations of good gardening where 
they belong—at the beginning of 
the work, where he deals with the 
tools of the trade, the types of soil, 


fertilisers and manures, seed sow- 
ing, and so on. A whole chapter is 
devoted to the everlasting fight 


against weeds (on which Boff has 
some excellent suggestions to make). 
Then he gets down in solid, con- 
structive detail to every stage on 
the planting, growing, tending, nurs- 


ing. cropping of flower, fruit and 
vegetable. 
This is a major work.—J.H. 


a & ‘ : : — ager 
a = a 
é j | __—_—_————— 
: 
. 
‘* ; \ (iss ” {" _ 
4 : \ i aaa Current day's sheet 
oF oem Strong Stand 
. aly yapibagie Nc Smt a 
ie % - = / 
Te ' : 
se 
; ee 
f 
‘wi 
+ _ 
e 2 aS 
pe a : 
i Ce ts 
cae, i ¢ = —_ > Tt 
= ny = |) 
: ee a4 | Po 
; = ., eee ¢ ]: | 
— "p SBury work? @ 4 | 
a “owe Cor.7161- 57% ae, 
x Samples and prices submitted on request pe 


Aucust 27, 1953 


Big campaign to sell 
cigarettes in Italy 


bealy 


A strenuous advertising cam- 
paign has recently been carried 
out by the Italian State Monopoly 
for Cigarettes. Over 10 billion 
lira have been spent on smoking 
by the public during the first six 
months of this year. 

Ice cream advertising is heavier 
this year. New companies have 
come into the field and the con- 
sumption is slowly but surely in- 
creasing. Soft drink advertising, 
however, is less important than in 
previous years. Beer advertising 
is almost negligible. 

Advertising for radio sets has 
declined while for TV there is a 
constant upsurge. 


U.S.A. 


Exporters to the United States 
will be helped by recent revisions 
in American customs laws. In 
the first place the penalties for 
undervaluing articles have been 
abolished. Previously, imports 
were dutiable at the value 
declared by the importer or the 
value calculated by the official 
appraiser, whichever was higher. 
the official appraisal alone now 
becomes the basis for duties. 

Special markings are no longer 
called for. Hitherto, for example. 
it was a rule that every imported 
knife had to have etched or die- 
sunk into it the name of the 
manufacturer Or importer, 

A lot of time will be saved by 
the revision which allows correc- 
tion of clerical errors in im- 
porters’ statements without ap- 
peals to the customs courts. Also 
revised out of existence are the 
annoying customs bonds ‘vhich 
foreign tourists had to meet when 
passing through the country with 
dutiable articles worth $200 or 
less. 


. . 
Nigeria 
The weekly Sunday newspaper 
Niverian Mercantile Guardian 
has been revived. Present circula- 
tion is around 6,000. 


New Zealand 


Column widths have been re- 
duced by the Auckland Star from 
13 ems. to 114 ems. Other daily 
papers in New Zealand, and by 
far the majority of weekly and 
monthly papers, have a standard 
13 em column. The Auckland 
Star, an evening daily published 
in Auckland, which has a column 
depth of 224 inches now runs nine 
columns to the page. 

The only other paper so far to 
adopt this make-up is the Christ- 
church Star-Sun, the Christchurch 


evening daily which has the same 
owners as the Auckland Star, 
The most interesting feature of 
the move is that with the change 
in column width the rate per inch 
for display advertising has been 
so reduced that the inch cost re- 


Mains approximately what it was. | 


The Auckland Star is probably 
the mos; progressive daily in New 
Zealand and apart from being 
one of the first to adopt front 
Page news, recently pioneered by 


putting cable news on the back | 


page also. There is an audited 
circulation in excess of 100,000 
and with a blanket coverage of 
Auckland city and a moderate 


coverage in the provincial area, | 


the newspaper is able to 
quite an attractive buy, particu- 
larly to local advertisers. 

The 
morning contemporary, is also in 
a very strong position with an 
audited circulation 
156.000. This reaches out further 
into the large Auckland provincial 
area, and penetrates well to the 
south. The New Zealand Herald 
relains its more conservative style 
and presentation, with a 24 inch 
x eight inch column page, and 
classified advertisements on the 
front and back pages 


South Africa 


Winner of the “African Marker 
Cup,” chief award in the indus- 
trial section of the recent Royal 
Agricultural Society's Centenary 
Show at Pietermaritzburg was the 
African Building Board Corpora- 
tion Lid., Natal. 


offer 
New Zealand Herald, a 


in excess of | 


For the past seven years the | 


African Market has concentrated 
upon developments in the African 
continent and on furthering its 
trade with the rest of the world. 
While its editorial is predomi 
nently English, it also contains 
articles in Portuguese and French, 
One of its Main aims is to foster 
reciprocal trade by means of 
articles and photographs. 


Vice Admiral Sir P. William- 

Powlett, handing the cup to F 

Andersen of the African Building 
Board Corporation Lid 
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TYPE NSA AIR BRUSH 


f TYPE NSE AIR BRUSH 


It is amazing what a difference it makes to have the Air Brush at your 
elbow . . . Studios where Aerograph Air Brushes are laid on individually 
for each artist report a striking improvement in speed of work, and — 
still more — in quality. Aerograph Air Brush equipment, in full use, pays 
its initial cost over and over again. Write for booklet (SH), giving details 


AEROGRAPH %..r 0c." 
Air Compressing equipment. 
Al R B R U s HE s % For precise adjustment of air pressure 
THE INSTRUMENTS FOR FINER EFFECTS at each studio bench. 


The Aerograph Co. Ltd., Lower Sydenham, London, S.E.26 
Telephone: Sydenham 6060 (8 lines) 


Showrooms >— London, Birmingham, Bristol, 


TYPE ACA-1 AIR 
COMPRESSING OUTFIT 


as 


PRESSURE REGULATING* 
TANK 


Glasgow, Manchester 


MERCURY 


LONDON. 


CPR CRANE, 44 FLEET ST, EC 4, TEL. CEN 6820 
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4 common grievance (perfectly 
g o. © ° + ° justifiable in my opinion) who 
. British audiences may think this allows. it to. pray on his mind, 
v until his relationships with other 
ne and junior employees become 
4 warped. Making this a film of 
. . ° great importance is the fact that 
> . . . 
Walt Disney approach misfires «corresponding. situation ‘can be 
found in most factories. 
Regrettably, there is only one 
a copy in this G.E.C. (Amer.) film 
a in Great Britain, and it is held by 
\ In his review of new sponsored films PAUL NUGAT the British Institute of Manage- 
7 doubts the appeal of American humour to factory workers ment. It must be seen by every 
., : ce ery ’ grade of management in industry. 
in this country. Running time: about 30 minutes. 
; TIVHE cold, being a minor my doubts. The humour struck cause of lack of sufficient atten- * * * 
ailment, lends itself to ™&€ 48 being coy and juvenile. tion to the human factor. A con- . ig 
humour and the cartoon ap-  ,,/Mterested parties can hire the troversial film to agitate the HE film industry is nothing 
; it: tek emenaies film from Foote, Cone, & Belding higher levels of management if not inventive. Having 
SF, proach. An American manu- jeg The running time is 20 mjnutes. Created a technical language all 
iy facturer, Kleenex Ltd., makers * * * * * * its own, it has never been bash- 
fy of USsue paper handkerchiefs, HE FRANKEST discussion ful in putting on a “blinding” 
Sy have had the Walt Disney yet to reach the screen con- BRILLIANT title, “The act, when facing the commercial 
& organisation produce for them cerning the bottle-necks and Inner Man Steps Out” is also and = industria! world of un- 
3 a 10-minute film with the — snags facing the owner of a smal] 4 brilliant film. The inner man initiated. 
“: whimsical title “How To Catch factory and a works manager, re-  Delongs to the physical body of The latest piece of blarney 
A Cold.” The title could be sponsible to a non-active board 4 departmental supervisor in an — going the rounds is the word 
oitended to * and pass it is “Finding The Time.” American engineering works. At “Feature.” The word used to be 
; re ‘ 


Sponsored by the Mutual the opening of the film, the confined to film productions of 
Security Agency and produced by SUPervisor is an ill-tempered in- certain lengths, devoted exclu- 
Realist Films Ltd. this firm is dividual at the works and at sively to the entertainment side 

While the film prates com- propaganda for better factory home with his family. Persuaded of the industry. 
mon sense, which might seem lighting, hygiene, canteens, and by a care-worn wife to see his Recently, it has crept into ad- 


on to your family and 
colleagues.” 


Px almost offensive and pedantic cloak-rooms. Its moral is that doctor, who finds nothing physi- vertising film jargon. Presum- 
bt treated in a straightforward man- without planning development  ¢4!ly wrong, he takes the oppor- ably, it is meant to create the 
ig ner, the antics of a symbolical and without enlisting the opinion tunity to discuss a series of re- impression, that some advertising 
‘4 cartoon figure won't upset any- of the spokesmen of the em- cent incidents at the works, in films are being created on the 
a body. But is it funny? For an ployees, progress is bound to be Which he has rubbed members Of same spacious lines as entertain- 
ee American factory audience it all too slow and unsatisfactory the staff the wrong way. ment films (i.e., in studios, with 
pee may be a knock-out. Fora simi- The end achievement, moreover, The film is a psycho-analytical film stars, and a team of techni- 
7) lar-type British audience, | have might be a surprising failure, be- case history of a man with a very cians as large in number as any 
ae 
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BIGGEST GROUP OF THEM ALL! 


JUST LOOK AT THESE FIGURES: 
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& More than 3,600 of Britain’s 4,700 odd cinemas (i.e. 76"..) are Independents. 


a 


Of 1,817 Population Centres outside London, in which there are cinemas, | ,476 have Independents 


a only, and of these 1,05! are ‘solo’ Independents. 
j if % Through PRESBURYS your sales story can be told in 3,500 Cinemas in all parts of the country. 


eeeeceeeeeeseeceeeeaasn You need this Service! 


PRESBURYS PRESBURYS PRESBURYS 


Member of the Screen Advertising Association Solus and Semi-Solus Films —with no restriction Market Informa- 
and the Association of Specialised Film Producers on length or on number of ‘visuals’ + “mantions’ tien, Production 

of your product, and Filmlets (20 ft. in length) in 
cinemas all over Britain. and Distribution. 


S. PRESBURY & CO. LTD., GLOUCESTER HOUSE, 


19 CHARING CROSS ROAD, LONDON, W.C.2_ Telephone: WHitehall 360! 
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A fine introduc- 
tion to high-speed 
touch -typing is 
given in the new 
film “At Your 
Finger Tips,” 
which has been 
sponsored by the 
Imperial  Type- 
writer Company. 


used on a major film production) 
and others are not. 

But, for many years now, film 
Stars, studios, technicians, and 35 
mm. cameras have been the 
Staple tools of the advertising 
film industry. There is then no 
novelty except in the misapplica- 
tion of the word “Feature.” 

* . * 


HE high precision work in- 

volved in the “Manufacture 
of Fuel Valves” for diese] en- 
gines is the subject matter of a 
Kodachrome film, sponsored by 
Wilson & Kyle Ltd., and pro- 
— by Industrial Colour Films 
td. 


Apart from a tendency to be 
repetitive through an _ over- 
conscientious determination to 
show in great detail the most 
minor points in manufacture, the 
film is splendid fare for engineers 
and engineering students. The 
camera never fails to select the 
best angle in the interests of 
clarity and has been worked al- 
most entirely in close-up. The 
use of cut-away models and 
transparent plastic for showing 
the invisible in needle lapping, 
etc. are particularly effective. 


* ” m 
HOMAS BELL & SONS 
LTD., makers of Be-Ro 


flour, which I have been given 
to understand, enjoys popularity 
in the North, have sponsored a 
50-minute film on home- 
cooking. 

Produced by Industria] Colour 
Films, “Some Be-Ro Home 
Recipes” wil] while away a pleas- 
ant afternoon at W.V.S. Insti- 
tutes. 

The demonstrations of good 
simple fare — pies, buns, cakes 
— are executed so leisurely, that 
the audiences will have no 
trouble in making notes during 
its showing. Kodachrome lends 
colour to a film, which already 
has bookings as far ahead as 
1955, 

* * * 

BIG welcome 

Your Finger 
thorough-going film 
become proficient in touch- 
typing. Sponsored by the Im- 
perial Typewriter Company, and 
produced by Technical & Scien- 
tific Films Ltd., the film makes 
a fine introduction to this much 
sought-after skill 


awaits “At 
Tips.” a 
on how to 


While the method of typing 
used is that of the well-known 
exponent, Mr. Maxwel! Crooks, 
and will not be the one in use 
in some schools and commercial 
colleges, there are so Many un}- 
versally useful points illustrated 
in the film, that it will have very 
general value. 

Interspersed in the film and re- 
lieving the 31 minutes of con- 
centration are some delightfully 
humorous cartoon drawings to 
help punch home the object les- 
sons. The film will primarily be 
used to introduce aspiring typists 
to the hard work of application, 
which lies ahead. A little more 
touch-typing at high speed 
would have made the film even 
more stimulating, 


* * * 


ITH commendable courage, 
B.A.C.LE. have sponsored 
and produced a film on human 
relations in industry, as between 
the foreman and his workpeople. 
“Supervise With Care” is an in- 
structional film for foremen and 
forewomen groups, and cites 
three incidents of common occur- 
rence in which a few words of 
explanation would have prevented 
hard feelings 
fhe film has little technical 
polish, but the subject matter is 
as much the concern of the ad- 
vertising agent as of the engineer- 
ing shop. It ought to be seen 
by all employers and their super- 


visory staffs. Running time: 15 
minutes 
’ * * 
LIVELY _ organisation, 


Saville-Tractors Ltd., have 
stepped into the film arena for 
the first time with an unattractive 
and untitled film. It is all about 
their tractors, their earth-moving 
machinery, their repair and main- 
tenance system, and a host of 
other activities. Bits of it will 
interest civil engineers; bits will 
interest our farmers. But the 
whole does not make a film, and 
the maker's plugs for his wares 
are artless in these days of 
subtlety. 

This organisation have plenty 
of good film material at their dis- 
posal, but it will have to be more 
carefully selected and the in- 
tended audience more carefully 
defined, to be effective in a field 
containing many good films 


Running time: 25 minutes 


a 


‘ 


As Producers of filn:.. 

we are proud to ha. : 

served the followi:~ 
Organisations :— 


Allen and Hanburys Ltd. 
Aristoc Ltd. 
B.B.C, 
The British Council 
Central Office of Information | 
Columbia Broadcasting System 
Cow and Gate Lid. 
The David Brown Companies 
Dunlop Rubber Co. Ltd. 

H. J. Enthoven & Sons Lid. 
Glaxo Laboratories Lid. 
Lead Industries Development | 

Council | 
Leather Trade Services Limited 
London County Council | 
The Bootes Group 
Royal Automobile Club 
Rubery Owen Organisation 
Shell-Mex & B.P. Lid. 
C, C, Wakefield & Co. Lid, 
Wm. R. Warner & Co. Lid, 
Williamson Music Limited 


ved 
ISS 
STANLEY SCHOFIELD 
PRODUCTIONS LTD. 


6,7, & 8 Old Bond Street, W.1 
MAYfair 4642/3 


No Local Campaign Is 
Complete Without The 


BOLTON 
STANDARD 


—the town’s brightest weekly, and 
best results for your ar 
Circulates in Bolton and surround- 
ing townships, and seen by 80,000 
readers. 8/- pers.c.i. Thursday 2d. 


Don’t overloox the claims of the 
BOLTON STANDARD 


Victoria St., Bolton. Tel.4742/3 
US High Holborn, W.C.1. Chancery 8752/3 


MERCURY (Words of Wisdom) 
DAILY CALENDAR’ PADS 


with bold figures and a literary tit-bit for 


CROYDON -: 


ADVERTISER'S WEEKLY 


THE 


PHOTOPRINT 


COMPANY 


SMALL or LARGE 


quantities of 


COPY NEGATIVE 
PHOTOGRAPHIC PRINTS 


All sizes up to 15" x 12° 
PHOTOGRAPHIC SHOWCARDS 


and 


REPRESENTATIVES ALBUMS 


13 CHEPSTOW ROAD 
SURREY 
CROYDON 4616 


ESSEX 
WEEKLY 
NEWS 


—Read by the County 
people 


A.B.C, 27,63) 


26 HIGH ST., CHELMSFORD 


Telephone 2795 


Tel. 


DENMARK 


British advertisers anxious to 
increase their trade with 
, Denmark should investigate the 
possibilities of ExstrasLaver, 
, the largest Evening Daily. Pub- 
lished by Politiken, Denmark's 
famous Morning National News- 
paper, it still offers adequate 
space facilities. Full details from 


CRANE-DEBENHAM LTD. 
69, FLEET STREET, LONDON, E-C-4 
Central 2811 


PADDINGTON 
ADVERTISING 
COMPANY 


OT TILT Se) 


37 SPRING STREET W.2. 


Gian ts ‘8 


... Photographic enlargements tel! 
the story more effectively than words. 
Ask for details 


each day fitted to your trade announcement, |Aytetype, Brownlow Rd, W.13. Ealing 269! 


will ensure a full twelve months free 
exhibit in the best positions. You or your 
printer can obtain Mercury Pads 


DAILY POST PRINTERS 
WOOD STREET, LIVERPOOL 
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How to devise compelling displays in 


| ISPLAY was more than 
presentation and window 
dressing was not the same as 
creating a display in a window, 
declared Norman F. Phillips, 
Exhibition Organiser of the 
British Electrical Development 
Association, when he addressed 
the annual Electricity Sales and 
Service Conference. These con 
clusions, he went on, were 
borne out by the fact that few, 
if any, sales could be attributed 
to the thousand — electricity 
showroom windows dressed, 
on average, every week. 

This posed a problem that 
would have to be solved as 
there would soon be electricity 
to spare but “at a price the 
public don’t like and will like 
still less as it rises .. . electrical 
development must start again.” 
Necessarily the work of the 
display specialist would be ot 
crucial significance. 

‘Those who supposed that two 
dimensional displays were out- 
side the scope of the electrical 
industry should remember that 
hoardings had carried electrical 
displays before. Morfeover, both 
two- and three-dimensional dis- 
plays were of equal basic import 
ance, 

Display should be directed to 
sell: 

Confidence in the undertaking 

or any of its aspects. 

Goodwill. 

Business methods (i.e. tariffs, 

hire terms, ete.). 

Mode of usage. 

Services. 

Appliances and their applica- 

tion. 

The almost secretive methods 
which had sometimes been em- 
ployed in the past to introduce 
new tariffs, said Mr. Phillips, only 
resulted in loss of goodwill and 
general misunderstanding, <A 
good display in the salesrooms, 
well in advance, would prepare 
the way for such measures for 
at least a proportion of the con 
sumers 


Compile a one-year 
plan 


In planning salesroom window 
displays, the first essential should 
be the preparation of a pro- 
gramme. It would be advisable 
to have this cover a 12 month 
period, Fortnightly changes were 
best although, where a number of 
windows were involved, a stag- 
gered programme could = be 
adopted entailing changes in some 
windows once a week 


Some part of the salesroom 
should always be used as a tie-up 
with whatever was in the win- 
dows. 

In drawing up the programme 
the following three broad head- 
ings should be considered. A 
reasonable percentage allocation 
of window space for each is 
indicated, 

National Policy-—-as expressed 
by the B.B.A. and the Elec- 
trical Development Associa- 
tion publicity (10). 

Board Policy—as expressed by 
Board publicity and direc- 
tives (20). 

Local Policy—as dictated by 
sales requirements and local 
affairs (70), 

In the event of space being too 
awkward or limited to apportion 
in this way, the allocation might 
be made on a time basis. By 


electricity service centres 


To obtain 
visual impact 
this mass displays 
of kettles of one 
type was raised 
from the floor 
and the appeal-to 
economy message 
suspended at eye 
level. Window 
used was 12 by 

four feet. 


The allocation of 
space in this manner 


window 
would 
depend on local conditions. It 
did not follow, however, that in 
the case of a city sales centre, 
farming and horticultural sub- 
jects should be excluded, Even 


Now that the Government has removed the ban on promotional 
advertising by electricity authorities a more intense drive to sell 
appliances will take place. The British Electrical Development Asso- 
ciation estimates that some 25 million people are being reached with 
their “Electricity—-A Power of Good” 4 half-page advertisements 
currently appearing in women’s magazines and other national weeklies. 

This summary of a speech by NORMAN F. PHILLIPS, Exhibition 
Organiser of the British Electrical Development Association, contains 
suggestions for planning and improving displays at local electricity 

service centres. 


either method it would transpire 
that under the local heading a 
large number of displays would 
be called for. Choice of subject 
would be easier if they were con- 
sidered under sections such as: 

Public. services, including 
schools, health, roadways, 
transport, sewage, etc. 

Industry, with the accent on 
local interests. 

Commerce, including shops, 
offices, restaurants, entertain- 
ments, etc. 

Farming and horticulture. 

Phe home. 


__I 


. — of a 
\ ELECTRIC KETTLE Vm 
meants tee { mOeee 
BEST 55 


TEA 


With good composition it is un- 
necessary to clutter the window 
with appliances. 


the farmer came to town, but in 
any case, it was important to 
emphasise to all the universal 
benefits of electricity as opposed 
to other forms of fuel. 
Reminders of electricity 
advantages 

_ A judicious division of the sub- 
jects in terms of year-round dis- 


Plays per window available. said 
Mr. Phillips, would be : 


Public Services 2 
Industry 2 
Commerce 2 
Farming 2 
The home 18 

26 


If this formula was followed 
through jn practice the passer-by 
would no longer be confronted 
with the “ironmongery” displays, 
the variation of which depended 
only upon available physique for 
shifting heavy masses. Nor would 
the display merely reflect the 
state of the salesroom stock. It 
would, rather, serve to give 
reminders of the many ways in 
which the individual was already 
directly or indirectly reaping the 
benefits of electricity supply —to 


CHEAPEST, 


QUICKEST way A 
TO BOIL waren / 


say nothing of the as yet un- 
sampled services. 

The advice of a specialist may 
be necessary to give guidance on 
technical aspects of displaying 
the selected subject. A_ vital 
aspect of the matter was the form 
of appeal to be adopted. Two 
points should be borne in mind. 

Firstly, if there was no definite 
appeal in mind when the display 
was being planned, it would in- 
evitably lose much vitality and 
punch and, being vague, fail to 
produce action. Secondly, the 
subject for display had no real 
bearing on possible forms of 
appeal to be used. Sex appeal, 
for example, may be used to sell 
anything. 

A study of the motives preced- 
ing a purchase would reveal a 
number of themes on which to 
base a display. The following 
could be suggested for kettles: 

The gift theme. 

The morning cup of tea. 

To go with your new cooker. 

For sheer convenience. 

For economy. 

To eliminate the early morning 

trip downstairs. 


Past neglect of 
display needs 


‘There was probably no elec- 
tricity service centre in this 
country designed by one with a 
sound knowledge of display as 
applied to the industry's needs. 
On the other hand, at least two 
major premises completed since 
the war were already becoming 
a serious display problem 

Some day, when building pro- 
grammes were under way, many 
sales centre plans would be on 
the drawing boards of architects, 
and it was to be hoped that these 
would embody the needs of dis- 
play men, 

Without delay, therefore, study 
should be given to the whole 
question of salesroom layout and 
window arrangement and at least 
some minimum requirements 
formulated. 
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| 
URGENTLY 
| WANTED 


SCRAP METALS 


ELECTROS 


COPPER 


PLEASE SEND or 


FOUNDRY - 


ZINCOS - HALF TONE 


BEST PRICES PAID 
IMMEDIATE aos SETTLEMENTS 


HARRISON’S 


METAL SMELTERS AND REFINERS TO THE PRINTING AND 
ALLIED TRADES FOR OVER FIFTY YEARS 

E. J. HARRISON LTD. 

MILL GREEN ROAD - 


Telephone: Mitcham 2231-188!-4054 


STEREOS 


BRASS 
LET US COLLECT 


MITCHAM 


Telegrams: Destroying, Mitcham 


Silk Screen Printing 
SHOWCARDS - 


MERCURY DISPLAYS LTD 


Head Office 


DISPLAY ° 


171 NEW BOND STREET W.! 


EASTWOOD STREET, S.W.16 


Works 


POSTERS 


Tele: GROSVENOR 8711 


Tele: STREATHAM 4595 


ae 


-Consistent High 
A SPEEDY RELIABLE SERVICE 


r “* Multilith”’ and Rotaprint Users 


interested in is SPEED COMBINED WITH RELIA- oo N) E 


BILITY—which is the kind of service that Strand 
Litho has been consistent'y giving since 1936. At 
Strand Litho every department is planned to handle 
your platemaking with smooth efficiency, from 
idea to finished plate. So to be sure o quick, 
friendly, personal attention to every detail . 


ra wt kind of speed that our customers are 


phone Strand Litho. 


THE STRAND LITHOGRAPHIC CO. LTD. 


157 FARRINGDON ROAD 


Quality with- 
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| PACKAGING SURVEY 


Aucust 27, 1953 


_ Trend to self servicing 


GOME of the implications of 
packaging for self service 
retailing were recently ex- 
plained to members of the 
National Farmers’ Union when 
they gathered in London for a 
conference on pre-packaging. 

In a statement issued prior to 
the event the Union drew atten- 
tion to the rapidity with which 
the new method of retailing was 
spreading. Much of the present 
trade, it was pointed out, lies in 
goods traditionally pre-packed in 
carton, jar, bag or tin. But, con- 
tinued the statement, “there is a 
steadily increasing demand for 
fresh foodstuffs, such as vege- 
tables, fruit, eggs and poultry 
and a new and wide field of mar- 
keting, already extensively ex- 
ploited in the United States, is 
thus being opened to the British 
grower and poultry keeper.” 

From an advertising standpoint 
this is a matter of deep interest. 
The introduction of branded eggs 
was noted in the Packaging Sur- 
vey published in ADVERTISER'S 
WEEKLY, July 23. Since then the 
pre-packaging of carnations by 
I. Harrison Chaplin Ltd., of 
Sunbury-on-Thames, has been 
demonstrated at the Country and 
Flower Show, organised at 
Olympia by the Evening News. 
The possibility of a wide range 
of branded fresh fruit, flowers 
and vegetables must therefore, 
presumably, be faced. 

This has been the way things 
have developed in the United 
States where untold numbers of 
tests conducted by universities, 
government agencies, and private 
concerns have established that the 
present day buyer tends to pre- 
fer high quality produce in “pick- 


LONDON - €.C.! | 


boosts pre-packaging 


up” packages. A Du Pont survey, 
for example, found that although 
the average shopper spends 24 
per cent less time in a self service 
produce department than in a ser- 
vice one, she actually buys 16 
per cent more fruit and vege- 
tables. Further, 72 per cent of 
the consumers interviewed said 
they preferred pre-packaged 
produce to bulk. 

Another indication of the way 
things are moving in the United 
States is that the forthcoming 
Annual Exposition of the Pro- 
duce Prepackaging Association 
will have a floor area almost 
double that of last year along 
with a 50 per cent increase in the 
number of exhibitors. 


Important role of 
brand name 

In the opinion of A. W. Yeo- 
man, past president of the Retail 
Fruit Trades Federation, who 
was present at the NFU confer- 
ence, the practice of pre-packag- 
ing would grow, and there was 
obviously more scope for it in 
some directions (e.g. tomatoes) 
than in others. He did not, how- 
ever, visualise a time when all 
tomatoes or all of any other 
commodity that likewise lent it- 
self to display in ready-wrapped 
form, would be pre-packed. There 
would, he maintained, always 
need to be bulk displays of loose 
products as well. 

The crux of the matter is 
clearly high quality and the con- 
ference heard several speakers 
urge how imperative it was to 
have the product standard backed 
by a brand name. I¢ is at that 
point that the advertising men be- 
come directly involved. 

Upon what material will they 


Three currant buns can be securely packed into these attractive trays. 


Moisture-proof film makes marketing beyond the local area possible. 
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have to direct their attention as 
to design, lettering, and so forth? 

Thinking about package design 
starts when the type of package 
needed has been settled and 
the type of package will depend 
upon the nature of the product 
to be packaged. Grapes, straw- 
berries, tomatoes and flowers, for 
example need a box (or a re- 
inforced tray) for protection 
against crushing. On the other 
hand a box for potatoes would 
be unnecessary. Since quality is 
going to be so high a factor in 
the selling of pre-packaged 
produce a “see-through” pack 
would seem to be the best. 

No single film has all the 
necessary attributes for all pre- 
packaging applications but on the 
question concerning the most 
suitable film for tomatoes, the 
Fruit Trades Journal has carried 
the view that “Cellulose acetate 
is good but it has its limitations; 
it cannot, for example, be heat 
sealed. In some circumstances, 
cellulose viscose film will be more 
suitable, ...” 

Although volume production is 
some way away it is even now 
worth drawing attention to the 
development by Du Pont of a 
polyester film called Mylar. Very 
much stronger than any other 
commercial film, according to re- 
liable reports, thinner gauges 
may be used with safety. An 
authoritative verdict indicates 
that Mylar will be widely used in 
the “fresh packaged” field. 

* * * 


A firm of bakers in Chatham, 
Jasper & Sons Ltd., have pointed 
the way to low-priced but attrac- 
tive unit packaging for a staple 
line of small cakes. The pack 
is a narrow, open-ended tray of 
brightly printed card with flanges 
into which the cakes—currant 
buns in units of three-—fit neatly. 
The whole is overwrapped in 
moisture - proof “Cellophane” 
which guards against staling and 
gives a neatly finished, easily 


In designing Field's new men's range of lavender preparations a 
masculine-style presentation has been devised. 
overcome the “ What-to-give-a-man ” 


The result will help to 
problem. 


handled unit which, in this case, 
retails at 6d. 
Effective branding for 

cakes 

The company are wrapping this 
carton on a device bought about 
a year ago as part of a general 
stream-lining of packaging 
methods. ‘The device is worked 
by hand, only one assistant is re- 
quired, and large quantities of 
cakes can quickly be dealt with. 
The film can be applied without 
turning the pack over at any stage 
and simple end folds rapidly 
made against an end heater-bar. 

The printed carton itself is 
supplied in the flat and only four 


parallel folds are needed to 
assemble a tray, Two flanges 
give further protection and 


strength, without impairing the 
visibiiity of the product through 
the transparent film. Sides and 
flanges are printed with parallel 
yellow stripes and the brand 
name is in red. As a further sales 
stimulant, children’s puzzles and 
games are printed on the plain 
white card of the base. A small 
insert of grease-proof paper gives 
details of the ingredients, 

These new packaging methods 
have been taken up by Jaspers to 
help extend the market for their 
products and follow a developing 
trend of giving customers a con- 
venient pre-packaged unit at an 
attractive price. Moreover, this 
carton provides for effective 
branding while the moisture-proof 
film allows “travelling time” so 
ensuring that cakes supplied to 
retailers beyond the local area, 
arrive in a fresh and appetising 
condition. 

This type of hygienic film- 
wrapped unit, which calls for the 
application of no other form of 
wrapping material, is ideal for 
self service retailing. It can, of 
course, cut wrapping and serving 
time in any type of store and at 
the same time bring a new in- 
terest to an everyday confection- 
ery item 
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Success a! last 


THE BIG THREE 
IN LONDON 


Unequalled in Kent 


9 Newspapers 
1 Order 

3 Stereos 

1 Account 


= i] } 8,l 2 ’ Seale oe Sales 
Associated Kent Newspapers 


Accounts Office “we 
30 High Screet, Chatham (Chatham 2213) 
Advertisement Representatives 


E. W. Player, Led., 30 Fleet Street, E.C.4 
(Central 2786) 


Mechanieal World 


AND ENCINEERINC RECORD 


Undoubtedly one of the best media 
Bifor reaching the buyers of technical 
products; this widely-read engineering 
journal, now published monthly, is an 
essential for every technical advertiser. 


Send for free specimen copy 
and rate card... 


EMMOTT & CO. LTD SO TEMPLE CHAMBERS, TEMPLE AVENUE E.C.4 
MANCHESTER OFFICE: 3! KING STREET WEST, MANCHESTER 3 
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YOUNGEST RUGBY 
INTERNATIONAL 


Ture youngest ever Rugby play 

to represent England is the proud 
record of Colin Laird who js leay 
ing the board of Erwin Wasey & 
Co., Ltd., to join Pearl & Dean a 
sales director. He was only 14 
when he first played for England 
and during the following three year 
he gained 10 caps. He was a mem 


Most authors write a book in the 


hope that it will be 
lilm, radio or television 
journalist who has 


adapted for 
A technical 
reversed this 


a . 9g? i“ FY 
gg nay on “iv : — J") order of things is David Mellwain, 
tion 
pon in ie =A ’ ry ie editor of British Radio and Tele- 


vision. Under the pseudonym of 
Charles Eric Maine, he is the author 
of Spaceways, just published by 
Hodder & Stoughton (10s. 6d.). 
Spaceways 


president of the Harlequins he ha 
been a member of this famous club 
for 27 years. 

Mr. Laird entered advertising in 


rene ey 


; Started its life as a 

a. 1933 when he joined Benson's out radio play broadcast in the B.B.C 
door depart light programme in January 1952. 

- He was {ater it was broadcast in Australia. 

the first man Nine months later i was filmed, 


to comple! 
the agency's 
training 
course and in 
1938 sat for 
and passed 
the — Institut: 
of Incorpor 
ated Pract) 
tioners in Ad 


with Howard Duff and Eva Bartok 
in the leading roles, and is due to 
be released in the near future. 


ety sgl = es ie 


at 


Lord Mancroft to 
Stockholm 


NEXT Monday Lord Maneroft 
flies to Stockholm to attend the St. 
vertising  frik’s Fair, the big trade fair now 
examination taking place during the celebrations 

In 1946 of the city’s 700th anniversary. 
after wat What led up to this has been re- 
navy in which counted to me by T. B. Otway, 
director in charge of the London 
office of Wahl Asmussen & Co., the 
Scandinavian and Benelux agency. 

Early this month, Mr. Otway tells 
me, he was surprised to discover 
that no British Minister was visiting 
the Fair, despite the increasing im- 
portance of Anglo-Swedish trade 
and the fact that the Secretary for 
Overseas Trade went last year. Mr. 


CHAN Gs 


FOR THE BETTER 


Even in these days of limited appropriations 
and higher advertising costs, the space buyer 
finds means of adding ‘ the better’ media. 
There is reason to include * THE UNIVERSE * 
under this heading, for its constant rise in net 
sales can only emphasise the value of the 
editorial columns and the consequent increase 
in pulling power of advertisements. 


in the 
he rose to the rank of Commander 


R.N.V.R., he rejoined Benson's as 


time service 


manager of the film division. I 
was a year later that he went to 
Erwin Wasey as an account execu 
tive and was appointed to the board 
in 1948. Subsequently he directed 
the company's advertising — film 
activities, being in charge of both 
production and distribution of films 
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HAS 


ABC Sales Jan. - June 1955 
237,889 copies weekly 


* The Universe ’ interests the whole family. 
Buy in the right market and get 
QUALITY - QUANTITY « RESULTS 


at 40/- per s.c. inch 


No national appropriation is complete without 


BREAMS 


FIELD HOUSE BUILDINGS 


LONDON  E.C.4. 


Otway considered that, as West 
Dean Exhibitions Ltd. had made 
the British Pavilion the third largest 
foreign pavilion at the Fair, with 
nearly fifty British firms exhibiting, 
our Government should support 
them to its utmost ability. 

He accordingly approached Lord 
Mancroft, who represents the Presi- 


dent of the Board of Trade in the 
House of Lords and who also 
waited on Prince Bertil of 
Sweden at the Coronation. As 
representative of Her Majesty's 
Government, Lord Mancroft will 
be present at the British Pavilion 
on British Day, which is next 
Wednesday. 
* a 

Lord MONTAGU OF 
BEAULIEU, of Voice & Vision, 


who contributes the Guest Column 
on page 356 on the subject of pub- 
lic relations in the United States, 
wriies as one having = authority. 
During his recent visit to the States 
he carried out a 12,000-mile lecture 
tour, driving a Humber Hawk, 
which, incidentally, did those miles 
without a single breakdown or 
puncture. In addition to lecturing 
on the Stately Homes of England 
more than 40 times, he made 14 
radio and television appearances and 
gave any number of newspaper 
interviews. 


The Greeks have a 
word for it 
COMPLETELY new advertising 


technique is suggested by an adver- 
lisement passed on to me by T. 
LeMesurier, = director, Attwood 


Statistics Lid. It is from the 
“English” edition of a Yueoslav 
airways guide, and advertises the 


“Hermes En Grece 
tourism Organisation 

Apart fram several misprints, its 
main peculiarity is that it incor- 
porates the cooywriter’s instructions 
to the printer! So that one gets the 
following: “Raly on Ist 30° years 
experience for an excellent vacation 


travel 


and 


in’ Greece. Smaller sire block 
letters. . . . Travel of all classes. 
Dark letters.” For extra variety, 
“smaller” iS sometimes — spelt 
“swaller,”” and “Greek,” “Greece.” 

“Nightmare charm” is the way 


Mr. LeMesurier describes its effect 
He suggests it might be adopted 


here-—-e.g. “GUINNESS dark letters 
IS GOOD FOR YOU larger size 
high letters.” 

* * * 


You NG Indian who impresses one 
us “going places” is 8. K. Bose, 
managing director of Press Syndi- 
cate Ltd., the Calcutta and Bombay 
agency. He has been going places 
literally as well as metaphorically 

among them, Amsterdam, where 
he has been discussing Philips ad- 
verusing in India; London, where 
he is investigating future plans for 
Indian Tea Board propaganda in 
the U.K.; and America, where, with 
the advertising division of Zonite 
products, he is discussing — the 
Forhans campaign in India. 

Mr. Bose joined his agency in 
1940 and became manager a year 
later! Still only 35 years old, he is 
a former vice-president and founder: 
member of the Advertising Associa 
tion of India and a member of the 


joint’ standing committee of th 
Indian and Eastern Newspaper 
Socicty. 
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ALL THIS AND 
HIKING TOO 


"THOUSANDS 9 of young hikers 
from many countries who have been 
spending their holidays in Irish 
youth hostels this summer do not 
know that they owe much of thei 
comfort and pleasure to the work 
of Miss Marion Lavery, secretary of 
Associated Irish Newspapers—the 
Irish provincial newspaper  pro- 
prictors’ Organisation, 

From her enthusiasm for walking 
in Ireland, Belgium and Germany 
came her in- 
terest in youth 
hostels and 
the founda- 
tion of An 
Oige the 
Irish Youth 
Hostels Asso- 
@ ciation: she 
has been on 
the Council 
of Manage- 
* ment since its 
inception and 
is now chair- 
man of the 
National Exe- 
culive. 

Miss Lavery, who is a native of 
Banbridge, County Down, was 
secretary to the Principal of West- 
field College, University of London, 
before returning to Ireland in 1922 
to be appointed assistant secretary 
to Associated Irish Newspapers—a 
rather odd office since there was no 
secretary to be assistant to. The 
occupant of the office had died 
sometime earlier. 

A few years later Miss Lavery was 
formally named secretary. To-day 
she combines the appointment, 
which is concerned with SS pro- 
vincial newspapers, with secretary- 
ship of the Irish Master Printers’ 
Association —with its 100° or more 
members throughout the Republic 
and Northern Ireland. 


* * * 
My Leeds correspondent came 
across Ivy MacEwen, head of 
Northern Publicity Service, Bond 
Street, Leeds, and the only woman 
member of the executive committee 
of the Publicity Club of Leeds, the 
other day. She was looking par- 
ticularly gay, and when questioned 
said it was “purely a family matter” 
it was the 90th birthday of he: 
father. She has every reason to be 
proud for her father, Robert A. A 
MackEwen, who has lectured in 
almost every town in England and 
Scotland for the International Bible 
Students’ Union, only _ recently 
stopped travelling. He is a very 
active and busy nonogenarian. 


Contact 


WEEKS NABSCRACK 


a~ 


“I say, old man, we've just 
been hit for six by losing 
the Blank account —does 


that count £1 for NABS?” 
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We Hear 


Two courses of lectures of in- 
terest to students for the intermedi- 
ate and final examinations of the 
Institute of Incorporated Practi- 
tioners in Advertising will be held 


throughout the autumn at the 
Institute's premises, beginning 
September 9. 

* * * 


C. Mark Floyd, director of 
Tibbenham Publicity Ltd., spoke on 
“Advertising Means Business” to 
Aldershot Rotary Club. 

* * * 

The Institute of Printing Manage- 
ment is to run a series of lectures 
devoted to the problem of the rela- 
uuons which management must cul- 
vate with other functions in 
industry. 

* 

A Unesco report now in prepara- 
tion 1s described as “the first com- 
prehensive world survey of present 
television stations and plans for the 
future introduction of television in 
45 countries. 


Bathing beauty (1) 


The Sunday Dispatch Morecambe 
bathing beauty competition final 
had wdespread newsreel coverage. 

* * 


Philip Gotlop has been re- 
appointed honorary photographer to 
the Publicity Club of London. 

rm : r 


* * 
_ Wallace Productions Ltd. are 
filming the production of railway 


materials by Steel, Peech & Tozer 


branch of the United Steel Com- 
panies Ltd., for screening in 
Canada and elsewhere to aid the 
export drive. 

* * * 


When Lucozade opened their first 
factory outside England at Ander- 
sonstown, Belfast, John Shaw, the 
London advertising manager of the 
company, and Vera Clarke, G. S. 
Royds Ltd. public relations officer, 
flew over the previous day to 
finalise the arrangements. 


Bathing beauty (2) 


Reckitt & Colman Ltd. are intro- 
ducing a special Christmas pack for 
their Bathjoys. Twelve cubes in 
mixed perfumes are encased in a 
“lantern” in a_ choice of three 
colours —red, gold or black. 

* * * 


A new outdoor advertising station 
is being put up at the corner of 
Bloomsbury Street and New Oxford 
Street, London. 

* * * 
The first edition of an Irish Food 


Annual is in preparation by Basil 
Clancy. 
* * * 
“Leather is promotable” is the 
theme of a broadsheet being sent 


by Leather Trade Services Ltd. to 

departmental and other large stores 

as part of the new leather publicity 

campaign. 
7 * * 

First issue of a new quarterly 
branch magazine has been published 
by the Midlands branch of the 
Display Producers & Screen Printers 
Association. 


- * * 

On the last day of the Radio 
Show (September 12) Pye Ltd. are 
Staging a show at the Scala Theatre. 
London, entitled “People are 
Funny,” for later transmission over 


Radio Luxembourg. The show is 
being handled by Hector Ross 
Radio Productions Ltd. 


Record colour ads. in “‘Woma:: 
October, 


November 
part of December, 
Woman will consist of maximum 
size issues and will carry a record 
volume of colour and monotone ad- 
vertising for this period. Harris 
Kamlish, advertisement director of 
Odhams Press Ltd., announcing this 
ilso States that, excepting for the 
latter end of December, all colour 
and monotone advertisement space 
in Woman is sold for the rest of 
1953. Advance bookings for both 
colour and monotone space in 1954 
are already increasing rapidly. 
* * * 

A new promouon folder for 
Woman's Own claims that, with an 
A.B.C. January-June net sale of 
2.123.643, this journal gave adver- 
users an extra sales bonus of 
169,656 over the last six months. It 
quotes the Hulton Readership Sur- 
vey, 1,953, as crediting Woman's 
Own with a readership of §,330,000 

largest among women’s publica- 
tions 


Throughout 
and the earlier 


* ” * 

The October issue of Everywoman 
(on sale September 18) will be the 
biggest ever with 128 pages, and 
will contain a record volume of ad- 
vertising 


* * * 

Radio Show Review issue of 
Electrical and Radio Trading, on 
sale September 1, contains — the 
record number of 330 pages. A 


special section of 122 pages includes 
a Stand-by-stand tlustrated report. 


New Indian Review 


Ihe proprictors of The Hindu 
(Madras), the English-printed daily 
newspaper in India, have com- 
menced publication of a twelve-page 
Weekly Review. With a page size 
of 164 in. x 11 in., it is printed on 
light-weight paper to facilitate trans- 
mission by air. 

* 


¥ > 

The issues of the Jewish 
Chronicle dated September 4, 11, 
and 18 mark the period covering the 
Jewish New Year and Day of 
Atonement respectively. The issue 
of September 4 will be an enlarged 


one of 44 pages and will contain 
New Year greetings from all over 
the world. The following two issues 
will give information regarding 
Jewish synagogue services relating 


to the Day of Atonement. 
* * * 


In its issue of January 9 Every- 
body’s will publish an eight-page 
Holiday Supplement. 

* * * 

Men’s Wear have staged another 
round table meeting with a group of 
men in the public eye to discuss 
trends in men’s clothing. The group 
consisted of Lord Montagu of 
Beaulicu, director of Voice & Vision 
Lid., Gilbert Harding, Hugh 
Williams, the actor, Brian Reece, 
stage and radio star, Kenneth 
Tynan, dramatic critic, and Wolf 
Mankowitz, the author. 

* * * 


Forty years to the day on which 


it was first issued Fishing News 
will appear in new format. The 
type area will be 134 x 10} inches 
giving five 12 em columns to the 
page 


* * 
The Southern Daily Echo has cele- 
brated its 6Sth anniversary. 


| 
| 


” 
The September issue of Good 
Housekeeping includes a special 


feature entitled “Six Lovely Living 
Rooms” and an articl on 
“Glamour - At-Home — Fashions,” 
which is foreshadowed in this cover. 


* »” * 


Leicester Evening Mail published 
two special suppleme nts last week 
an cight-page green-paper football 
guide and a four-page “Opportunity 
in Industry” supplement for school- 
leavers 


| these amazingly life-like three- 


Moulded 


dimensional models. 


in rubber and perfect in every 


detail, they provide the kind of 


| point-of-sale. 


| PYTRAM LIMITED, DUNBAR ROAD, NEW MALDEN, SURREY 


Look Lively - with 


a a,Y 
| 3D _ Models! 


Pytram are renowned for 


attraction that puts the sale into 


ADVERTISER'S WEEKLY 


‘Express’ sponsors 


food fair 


The 1954 Food Fair to be staged 
in September by the Food Manutac- 


turers’ Federation is to be spon- 
sored by the Daily Express. The 
Federation took a double page 
spread in the grocery trade press 


this week to announce the tie-up. 
“It is impossible to exaggerate the 


value of this new association,” 
stated. 
. * 
The 33,333rd tssuc of the Man- 


chester Guardian was published on 
Tuesday. 
* * . 

Following her criticism of the 
quality of British made nylon stock- 
ings. Mrs. Jean Mann, M.P., was 
invited on a tour of British nylon 
factories by the trade journal, 
Underwear and Stockings. She 
visited three factories with the 
editor, John Moyes, and has since 
publicly stated that she has revised 
her opinion of the quality of the 
stockings. The visit will be featured 
in the September 15 issue of the 
journal 

* * 

The third floodlit City Charity 
Athletic Contest for the Financial 
Times Shicld will be held at the 
White City Stadium in the evening 
of September 9. Gordon Pirie will 
run; there will be a seven-a-side 
rugby match; and the band of the 
Essex Regiment will entertain. 

* 


The Daily Telegraph is publishing 
a book written by its cricket cor 


respondent, F. W. Swanton, on the 
Entitled The Test 
1953 (2s.), il 


recent Test series. 
Matches of 
176 pages 


contains 


Telephone: MALDEN 3225/7 
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ADVERTISER'S WEEKLY 


Nevin D. Hirst 
(Advertising) Ltd. 
Leeds and London 


for 


ULTRASONICS LTD 


to reach makers of preserves, 

pickles, milk products, soups, pastes, 

and all foods which involve a 
manufacturing process. 


FOOD MANUFACTURE 


Stratford House 
Eden Street - London: N.W.! 


FOOD MANUFACTURE Is one of the 
LEONARD HILL TECHNICAL GROUP 


al 


r Pela 


CS. @ new world 
industry of the stence 
and chemical treatment in 
the production and usage of 
FIBRES, Natural and Syn- 
thetic, giving each month a 
review of the latest technical 
developments all over the 
world in materials, machinery, 
research, chemical applica- 
tions, methods of laboratory, 
factory and mill practice. 


FIBRES 


NATURAL AND SYNTHETIC 
ts another publication of the 


LEONARD HILL 
TECHNICAt GROUP 


MANUPACTURING CHEMIST 
PIBRES (NATURAL AND SYNTHETIC) 
PAINT MANUFACTURE 
WORLD CROPS-——ATOMICS 
POOD MANUFACTURE 
POTTERY AND GLASS 
BUILDING DIOEST 
MUCK SHIFTER 
PETROLEUM 
CHEMICAL AND PROCESS 
ENGINEERING 
All published at 
Stratford House 
Eden Street, London, N.W.1 


Specimen copes on request 


Current Advertising . 


Big scheme for Weetabix flour 


An intensive publicity campaign 
has been planned by Godbolds Ltd. 
for the launching of Weetabix Per- 


fect Flour, the introduction of 
which was announced in ADver- 
riser’s Weekty on August 13. 

The flour, which will be on sale 
as from next week, is white. The 
initial announcements to the public 
will be made by half-pages in the 
Radio Times, Woman (colour), 
Woman's Own (colour) and 
Woman's Weekly during the first 
two weeks of September. Advertis- 
ing on a national scale will continue 
after the launching. In addition all 
Weetabix cereal advertisements will 
carry a catch line: “Ask for 
Weetabix Perfect White Flour.” 

Both the advertisements and point 
af sale showcards feature the two 
Weetabix children dressed in chef 
caps. Day-Glo posters are being 
distributed as van and window bills. 

Trade advertisements are now ap- 
pearing in grocery journals, an 
cight-page vooklet in full colour has 
been sent to 85,000 retail and whole- 
sale grocers, and = giant dummy 
packs are to be distributed. 


Soccer fans will 


see these posters 

Posters for Godfrey Phillips 
Sports cigarettes are appearing in 
London, mainly on sites near foot- 
ball grounds. 

On sale in the north of England 
for many years, Sports cigarettes 
have only recently arrived in the 
south of England. London Press 
Exchange Ltd. are the agents. 


Autumn sales drive 


. al 

for Harris Tweed 

A new publicity drive for Harris 
Tweed is being launched on Sep- 
tember 1 by the Harris Tweed As- 
sociation. 

National daily newspapers to be 
used include the Daily Express, 
Daily Mail, Daily Herald, News 
Chronicle, and Daily Telegraph. 
Mainly 8 in, d.c. spaces have been 
booked. 

The ads. will feature the trade 
mark with its symbol of an orb 
surmounted by a Maltese cross and 
the label which is affixed to all 
Harris Tweed garments, Dorland 
Advertising Ltd. are the agents. 


Half-pages for 


kitchen utensils 

The first post-war advertising for 
Sky-line kitchen utensils, made by 
Platers & Stampers Ltd., will break 
on September 24 with a half-page 
in the Daily Express. It will be 
followed by another half-page adver- 
tisement in the Daily Herald on 
September 29. 

The ad. will illustrate many of the 
items available in the Sky-line range. 
Trade press advertising is now 
breaking. C. Barker & Sons Ltd. 
are the agents. 


_ Lager on Luxembourg 


A quarter of an hour Tuesday 


| evening spot on Radio Luxembourg 


has been booked for Carlsberg 
Lager. The programme sponsored 
will be “Songs from the Screen.” 
It will run throughout the winter. 


| Walls new flavours A» 


Diuromil will break next month 
Several new flavours will be in- 
troduced shortly by Walls. To 
Stimulate winter sales of ice cream 
the new campaign breaking next 
month will be “just as heavy” as 
last year. 


Lintas Ltd. are the agents. 
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Advertising to the 
consumer 


Following their removal from 
the National Health prescription list 
consumer advertising is again being 
planned for the Pharmax Ltd. pro- 

ucts-—Ralgex, for neuralgia treat- 
ment, and Diuromil, for treatment 
of rheumatic and lumbago pains. 
extensive campaign for 


using large spaces in national daily 
and Sunday newspapers and provin- 
cial dailies. Counter display material 
is being distributed. 

Frequent spaces are also being 
booked in the provincial press for 


_ Press advertising will run from  Ralgex. 
September to March and once again Trade press advertising 1s now 
there will be extensive use of colour. breaking. The account is handled 


by Smiths Advertising Agency Ltd. 


e AT A GLANCE e 


ACCOUNTS MOVING: 


Mitcham Maid Marshmallow creme, manufactured by 
Mitcham Food Products Ltd., to S. C. Peacock Ltd. (London) 
(Scottish newspapers and trade press); Wiles dog and cat foods, 
to Morisons Press Advertising Service Ltd. (Hull) (Lancashire 
evening newspapers and bus and poster Campaign) 


NEW ACCOUNTS: 


Banner Radio & Television Ltd., for Scott-lurner & 
Associates Ltd.; Bennetts, dealers in children’s toys, prams, 
desks, etc., for D. H. Brocklesby Ltd. (national press). 


NEW CAMPAIGNS: 


Harris Tweed publicity (Dorland Ltd.), national daily news- 
papers and trade press; Atlas lamps (Erwoods Ltd. with A. W. 
Newton Ltd. for outdoor publicity), e'ectrical, architectural and 
engineering press and nationai poster scheme; Ekco-Ensign 
lamps (Willings Press Service Ltd.), trade and technical press 
and display material; Carlsberg lager (Direct), Radio Luxem- 
bourg; E, Boydell & Co., Ltd., makers of Muir-Hill dumpers 
and loaders (Donald Macdonald (Advertising) Ltd. (Man- 
chester) ), trade and technical press and direct mail; Ferguson 
radio (London Press Exchange Ltd. with A. W. Newton for 
outdoor advertising), national daily and Sunday newspapers, 
provincial mornings and evenings, magazines and London bus 
sides; Pharmax Ltd, (Smiths Advertising Agency Ltd.), national 
daily and Sunday newspapers, provincial and trade press; 
Skyline kitchen aids, made by Platers & Stampers Ltd. (C. 
Barker & Sons Ltd.), half-pages in Daily Express and Daily 
Herald and double page spreads in trade press; Lin-Can canned 
foods (F. John Roe (Advertising) Ltd.), full and half-pages in 
women’s magazines and trade press; Allmite fires, made by 
Associated Builders Merchants Ltd. (Stuart Advertising Ltd.), 
weekly magazines and trade press; Linzi dresses (Erwin Wasey 
& Co., Ltd.), London evenings, women’s magazines and trade 
press; Creme Puff make up base and face powder, made by 
Max Factor (Crane Publicity Ltd.), national dailies and Sundays, 
women’s magazines, local weekly newspapers and trade press; 
Driway rainwear (Dudicy Turner & Vincent Ltd.), national 
newspapers and magazines and trade press; Baracuta rainwear 
(W. H. Emmett & Co., Ltd.), large spaces in national! daily 
newspapers, weekly magazines and trade press; Crompton 
batteries (S. H. Benson Ltd.), national and trade press, posters 
and sales aids; Philips Lamps (Erwin Wasey & Co., Ltd.), London 
Underground posters and trade and technical press; Osram 
lamps (W. S. Crawford Ltd.), national, provincial, women’s 
religious, tradé, industrial, and motoring press; Geo. Salter & 
Co., Ltd. (Murray-Watson Ltd.) campaign for new No. 59 
Domestic Balance in national, women's and trade press; 
Swallow rainwear (Mundy, Gilbert & Troman (Birmingham) 
national dailies, women’s and illustrated weekly magazines and 
trade press; Sports cigarettes (London Press Exchange Ltd.) 
posters in London area: Crompton lamps (S. H. Benson Ltd.) 
national dailies, London evenings, women’s magazines, posters 
and films: Ovaltine biscuits (Saward, Baker & Co., Ltd.) London 
evenings. 


PUBLIC RELATIONS CAMPAIGN : 
Chartreuse liqueur (S.C, Peacock Ltd. (London) ). 
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APPOINTMENTS VACANT 


PUBLICITY 
MANAGER 


required 


an excellent opportunity occurs 
for a Manager with first-class 
knowledge of adverusing and 
publicity to handle and create 
publicity for major Circuit of 
Theatres. 

Qualifications must be, first class 
references, creative ability, 
Managerial capacity, sound 
knowledge of all forms of ad- 
vertising and publicity, including 
copy-writing, knowledge of the 
entertainment industry decided 
advantage. 

This situation offers tremendous 
scope with rapid promotion for 
the right man. Fullest particulars 
to F Butterworth, F.J.B. 
Theatres, 35 Panton Street, Hay- 
market, London, S.W.1. 


AFRICAN 


a 
AGENCY. Advertisement 
require about 


COLONIAL PRESS 
Department 
mid-September a Lady 
Assistant, aged about 25. Capable of 
working on own initiative. Essential, 
good Apply Secretary, HOL 
Lion Square, London, 
a for appointment 

CREATIVE. Several appointments for 


men of proved ability in designing 
really first class cutouts, crowners, 
showcards. Write or phone Abbey 


Display Co., Ltd., 49, Charles Sireet, 
_W.1. GRO 8321. 
LAYOUT ARTIST/VISUALISER 
quired by leading Manchester Agency. 
The situation offers unlimited scope 
to man with real creative ideas. Write, 
stating age, ~ a of experience and 
Salary expected 
Box 5301 Ad. Weekly 180 Fleet St EC4 
DIRECT MAIL man, aged 35 or under, 
cequired for strategic vacancy in Sub- 
scription Sales Dept. of well-known 
Fleet Street group of periodical pub- 
lishing companies. Must have had at 
least 5 years’ sound experience of 
direct-mail work Scope, excellent 
Prospects, attractive terms and sccurily 
for a man with practical ideas and 
= Full particulars of experi- 
mee, age, etc. in strict confidence to 
Box "5093 Ad, Weckly 180 Fleet St EC4 


re- 


High Class 


Commercial 
Colour Artist 


required in 


Studio by London Firm 
of Designers and 
Printers 


Applications required only 

with 

proved ability to design 

showcards, posters, labels 
etc. 


from young men 


Send samples of reproductions to 
JAMES HAWORTH & 
BROTHER LTD. 


21 Soho Square, London, 
w.i 


| 
| 
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CLASSIFIED ADVERTISEMENT 5 


RATES: APPOINTMENTS VACANT, 3s. 6d. per line, 40s. per display pane! 
APPOINTMENTS WANTED, 3s. per line, 35s. per display panel inch. All ' 
classifications, 4s. per line, @he. pes Gagiag panel tae. Minimum, 3 lines. Bo» 


charge, ome line plus 9d. covering Series rates on applicatior " 
advertisements under seven insertions MUST BE PREPAID Address “Adveri . 
Weekly.” 180 Fleet Street, .» EC4. CHAncery 8844 (Ex. 25). 


APPOINTMENTS VACANT 


Situations Vacant: “The engagement of persons answering these advertisements 


“a 
be made through a Local Office of the Ministry of Labour or a Scheduled Emplo) oe .: 
Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 imc!) + 
unless xcepted from the provisions of 


be or she, or the employment, is ¢ 
Notification of Vacancies Order 1952." 


FASHION 


Come to Amsterdam and Draw for the best 
department store in Holland ! 


The way you are specialised in fashion-drawing 
may be a reason for us to get you at the agency 
that does the *‘ Beehive *’ advertising ! 

And if you know making layouts too, the better. 
We need fashion-specialists, at least for half a year ! 
Think it over, get in touch with us and send some 
drawings, will you ! 


INTERAD 


INTERNATIONAL ADVERTISING & MARKETING 
P.O. Box 474 — Amsterdam — Holland 


PUBLIC RELATIONS OFFICER re- ARTISTS. Experienced furniture and 
quired by a nationally known com- | sull life artists required for line wash 
pany closely connected with the and colour iljusirations. Highest wages 
motor, motorcycle and cycle industries. Box 5256 Ad. Weekly 180 Ficet St bC4 
Applications must include age, salary 
required and a clear statement of 
whole-time experience in public rela- 
tons to 


SECRETARY- 
ASSISTANT 


Required for Space Buyer 
of large West End Adver 
tising Agency. An excellent 
opportunity for young lady 


Box 5306 Ad. Weekly 180 Fleet S: BC4 
ENERGETIC YOUNG MAN with ambi- 
tion required as assistant Advertising 
Manager by London Publishing House. 
Early opportunity to take over Mana- 
ger’s position, Letters giving fullest 
details, age and experience. 
Box 5357 Ad. Weekly 180 Ficet St BC4 
ADVERTISING MANAGER required by 
well-known London Publishing House 
for specialist monthly. Excellent oppor- 
tunity for young, enthusiastic man with 
ijeas. Write age, experience, to 
Box 5356 Ad. Weekly 180 Fleet St BC4 
ARTIST/DRAUGHTSMAN required for 


who has been working 


London Technical Publiskers Studio. | a Space Department and 
Permanency to right applicant. Pension ‘ 
Scheme. Apply Studio Manager wishes to take on further 


Box 5334 Ad. Weekly 180 Fleet St BC4 : 
responsibilities and prob 


ably 
Buying later. 


some actual Space 


CATALOGUE 


Write stating age, experience 
and salary required to 


Box 5385 
Advertiser's Weekly 180 Fleet St EC4 


MANAGER 


Large London retailer requires 
Manager for catalogue pro- 


PRODUCTION 
| 
| 


duction. Applicants who have 
had recent extensive and 
ractical 3 : 1] SENIOR SPACE-SALESMAN = required 
pracuica perience in a by old-established monthly business 
aspects of the work involved | | journal with ‘S-figure ABC net sale, 
should apply, giving age, ph Ast y- ee industrial 
details of all previous experi- field. | This is a strategic four-tigure 
job, Particulars of age and experience, 
ence to m strict confidence, to 
Box 5300 __ Box 5294 Ad. Weckly 180 Ficet St BC4 
Advertiser's Weekly 180 Fleet St Oss | ARTIST required for general studio 
} work with litho printers. Layout, ‘ypo 
., . = aphy, lettering etc Iso = required 
A GOOD GENERAL ARTIST (female) ag R- mart 
is required for press advertising in the pA netp "ye ee 9 o — oy “disatadl 
London Publicity Department of a 4 405 Po We iy 1 i mys ECA 
large industrial organization. Working ~ scaly 580 Flee 


in a spacious, well-equipped studio she SHORTHAND TYPIST, age immaete al, 


will be required to create layouts but must be capable and willing. (WE) 
with originality, and execute good 9.30 to 6. No Saturdays Write ging 
quality finished art. A knowledge of fullest details of experience, age and 
display typography would be an ad salary required to 

vantage A Junior Artist would be Box 4387 Ad. Weckly 180 Fleet St BC4 
welcomed — if she can show that she i LAYOUT ARTIST capable of han ‘ling 
has the poten:ial abilities for this type | folders and brochures at ord giving 


rite, giving full details, 


to full details and salary req 
Box 5319 Ad. Weekly 180 Fleet St BC4 


Box 5264 Ad. Weekly 180 Flees S 4 


| 
| 


| 


*Phone your Classifieds to CHA 8844 (Ex 25) 


APPOINTMENTS VACANT 


ADVERTISER'S WEEKLY 


YOUNG 
LAYOUT MAN 
required by Advertising 


Agency to work on a Variety 
of Technical and Industrial 
accounts. Roughs to chent’s 
standard Adaptations and 
Visuals. Practical knowledge 
of typography an advantage. 
Please write, giving age, ¢X- 
perience and salary required; 
or phone: Creative Manager 
T. G. SCOTT & SON LTD 
143-147 REGENT STREET, W.! 
Telephone: REGent 389/ 


A YOUNG MAN with fair tor journal 
ism = and interest in «photography, 
required to assist Editor of house 
newspaper with very wide circulation 
shorthand an advantage Successful 
appl cant, who must be prepared to 
visit locations and be able to meet 
both executives and artisans would 
have opportunitics to learn make-up, 
layout and prining technique Write 
giving full details of education and 
past expericnce, to Bon 6988, clo 
Charles Barker & Sons Lid, 31, Budac 
Row, London E.C.4 

TECHNICAL artists required for Publ 
cations Department. An interesting and 
varied work programme calls for 
abiliy to produce first-class perspec 
tives .n line and half-tone from blue 
prints and personal investigation 
Working conditions are excellent, the 
surroundings congenial and the posi 
tions permanent, Apply. giving particu 
jars of age experience and = salary 
required, to The Personnel OMecer, Ret 
AW “1. BE. Cowes, Isle of Wight 


UNIQUE OPPORTUNITIES 
for really first class 
RETOUCHERS and ONE LETTERING ARTIST 
Highest salaries paid to exceptional men 
Particularly pleasant working conditions 
and amenities. Full details please to 


Box 5340 
Advertiser's Weekly 180 Flee: $1 EG4 


— CTION ASSISTANT. Vacancy 
for keen production man, agency cx 
perience and good) = knowledge of 
reproduction and printing. Full details 


and salary required to Rooster Publicity 


Ltd Braemar House, Manor Road, 
Teddington 

COPYWRITER. Applications are invited 
for the position of copywriter in the 
advertising department of leading 
phoiographic firm near London Ex- 
perience advantagouus but not ecasen 
tial, Age not above 0. Non-contribu- 
tory pension scheme. Apply 
Box 5370 Ad. Weekly 180 Fleet St BC4 


Opportunity for 
young Layout Man 
to get out-of-a-rut 


He will work with the Direc- 
tor of a smal] but expanding 
agency handling high quality 


engineering brochures and 
press advertisements. The right 
man can grow with the 


Agency and make a lucrative, 

pensionable position for him- 

self, 

He most have a fresh approach 
to Layout Presentation 

Excellent opportunity for man 


now working with large 
Agency who feels frustrated, 
or Art Student with definite 
flair for layout, Write: 


A. Bestall, Print for Industry Ltd 
Sa Dean's Yard * Westminster « 5.W.1 


WANTED for occasional commissions, 
London and Provinces, young lady 
artist, imaginative with gift for murals 
and decor 


Box 5352 Ad. Weckly 180 Fleet St BC4 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


WE ARE LOOKING FOR 


CREATIVE 


AND 
CONSTRUCTIONAL 


ARTISTS 


FOR DESIGNING 
HIGH CLASS SHOWCARDS 
CUT-OUTS AND POINT 
OF SALE ADVERTISING 
MODERN STUDIO 
AND PLEASANT 
CONDITIONS 


WRITE OR PHONE 


ADVERTISING DISPLAY LTD. 


46 CHARLOTTE STREET, W.! 
Telephone : LANgham 5351 - 


380 


CLASSIFIED ADVERTISEMENTS 


Situations Vacant: “The answering these advertisements mast 
pe ye ae fF -—e Labour or a Sch 
Agency if the applicant is a man aged 18-64 Am or a woman aged .39 “inctustve 
the provisions of the 


AuGust 27, 1953 


APPOINTMENTS VACANT 


EXCELLENT 
OPPORTUNITY 


oat 


unless be or she, or the employment, is excepted from 
Notification Vacancies Order 1952." 


GREETING CARD 
ARTISTS & DESIGNERS 


Greeting card manufacturers 
wish to contact artists able to 
design attractive cards—Christ- 
mas, Birthday and Special 
Occasion—suitable for general 
market. Novelty of design and/ 
or fold of card particularly 
interesting. Roughs or artwork 
should be sent for consideration 


Oo 
A. MASON & Co. Ltd. 
207 ST. JAMES’S ROAD 
CROYDON - SURREY 


MAKE-UP and Copy Clerk required in 


Advertisement Department (Fleet St 
area) for several small publications 
Must have intimate knowledge of work, 
and be able to take charge Write fully 
Box 5374 Ad. Weekly 180 Fleet St EC4 


FIRST-CLASS LETTERING and General 

Artists required by Rooster Publicity, 
Manor Road, ITed- 
Telephone Kingston 3033. or 


Bracmar House, 
dingion 
write for appointment 


ARTISTS, Experienced first class letter- 
ing/layout artists required for Cental 


London Studio 


Box $253 Ad. Weekly 180 Fleet St BC4 


ARTISTS 
urgently required for 
First Class Lettering and Line 

also—AIRBRUSH RETOUCHER for 
BEST CATALOGUE ILLUSTRAT- 
holidays 
with pay. No Saturdays—Write 
Stating experience and wages 


ING Progressive —_ posts, 


,Box 5337 
Advertiser's Weekly 180 Fleet St EC4 


RETOUCHER required in London This 
appointment calls for fully experienced 


man to join our Studio team of tip-top 
retouching artists. Good ony and 
permanent post available. Wri 

Box 5366 Ad. Weekly 180 Fleet S: EC4 


MANAGING 


of agency specialising in technical accounts 
requires a 


PERSONAL ASSISTANT 


to help in client contact and seeing work 
through all stages to completion. 


DIRECTOR 


This is a first class opportunity of rapid 
advancement for a man of 25—30 with 
practical experience in agency routine. 


Also 
JUNIOR LAYOUT MAN 


wanted who can turn his hand to finished 
artwork when occasion demands. 


Telephone Managing Director for appointment 
HYDE PARK 9022 


RENSON ADVERTISING LTD. 


REGISTERED PRACTITIONERS IN ADVERTISING 


16 ALBEMARLE STREET - LONDON - W.! 


| 


WANTED ! 

FIRST CLASS 
POSTER and SHOWCARD 
WRITER 
used to silk screen printing 
Very good prospects and salary. 
Age immaterial, 

Write to Principal: 
S. Clark, Esq. 


CLARK BROTHERS PUBLICITY 
7-9 Kelvin Street, Manchester, 4 


or telephone for appointment 
Blackfriars 5880 


GENERAL ARTIST REQUIRED for per- 
manent position. Agency S.udio. Should 
have flair for bold, heavy treatment 


for furniture chain store advertising 


Apply Studio Manager, 130, Fleet St., 
EC4 


COMMERCIAL ARTISTS. Fully _ ex- 
perienced airbrush photo retouchers 
required for old established London 


Studio. 
Box 5255 Ad. Weekly 180 Fleet St BC4 


EXPERIENCED 
LAYOUT MAN 


required for print production 

department of London Agency 
Able to produce own visuals and semi- 
finished layouts (normaily pencil) for 
letterpress leaflets, folders etc. Write 
giving full details of previous experience, 
age and salary required to: 


GILBERT ADVERTISING LTD. 
10, NORFOLK STREET, LONDON, W.C.2 


ASSISTANT EDITOR required for a 


specialised paper. Applicants should 
have a strict appreciation of news 
value, and initial training in the tech- 
nicalities of putting a paper to press 
Box 5384 Ad. Weekly 180 Fleet St BC4 


TECHNICAL ARTIST required in the 


London area. Experienced in the hand- 
ling of the airbrush in both half tone 
and colour for reproduction. Write 
Particulars 

Box 5367 Ad. Weekly 180 Fleet St BC4 


A LAYOUT ARTIST 


is required for a _ national 
weekly. The position is con- 
cerned with the detailed layout 
of editorial pages. 

The person we are looking 
for has a good knowledge of 
process, type, and is able to 
produce slick layouts with 
designed headings at speed. 

Applications should be made 
by letter giving age, experience 
and salary required to 

Box 5312 
Advertiser's Weekly 180 Fleet St EC4 


for 
Production Man 
in South London Publishing House. 


The person we are looking for 
must be intelligent and willing to 
accept responsibility, experi- 
enced in layout and typography, 
able to mark up process work for 
blockmakers, with a knowledge 
of letterpress printing. Able to 
prepare paste-ups for printer. 

Good conditions and oppor- 
tunity for advancement. Appli- 
cants should be between the 
ages of 25 and 30. 

Write giving age, experience 
and salary required. 

Box 5359 

Advertiser's Weekly 180 Fleet St EC4 


EVERETTS are looking for two or three 
200d young layout men with about 
3 years’ sound agency experience to 
work On a number of interesting ac- 
counts. Please write to the Studio 
“Manager, Everetts Advertising Lid. 
10 Hertford Street, London, W.1 


TYPOGRAPHER 


wanted by 
PRITCHARD WOOD 


We are looking for a young 
typographer who is now work- 
ing in an Advertising Agency and 
who wants to extend his ex- 
perience and work on National 
Accounts. 5-day week. Canteen. 
Please write fully, giving par- 
ticulars of experience, age and 
salary required to H. C. Caffin, 
F.C. PRITCHARD, WOOD & PARTNERS LTD 
25 SAVILE ROW, W.1. 


AN ADVERTISEMENT REPRESENTA- 
TIVE required On specialised journal 
for a position with infinite possibili- 
ties for the future. An outsianding 
salary will be paid to a man of 
resource and ability. Write to 
Box 5383 Ad. Weekly 180 Ficet St EC4 


FIRST CLASS 


LAYOUT MAN 


Slick presentable roughs for 
National Press Campaigns, 
posters, folders, etc. Must 
be fully experienced with a 
sound knowledge of typo- 
graphy. The appointment is 
a permanent one with excel- 
lent prospects in the Publicity 
Department of one of London's 
leading Publishing Houses. 
Pension scheme. All applica- 
tions in strict confidence. 
Write, stating age, details of 
experience and salary re- 
quired. 


Box 5358 
Advertiser's Weekly 188 Fieet 81 EC4 


FXPERIENCED 


| 


| 


LAYOUT ARTIST required, with 
ability to produce finished roughs. This 
vacancy Occurs in large London Studio 
handling national accounts. Good let- 
tering essential Top salary. Write 

Box 5369 Ad. Weekly 180 Fleet St EC4 


‘Phone your Classifieds to CHA 8844 (Ex 25) 


VISUALISER AND | 


SECRETARY REQUIRED by Press 
Officer to large, well-known manufac- 
turing company. West-end office. Age 
25/30. Similar experience preferable 
Full particulars of qualifications, age 
and salary required, to 
Box $362 Ad. Weekly 180 Fiect St EC4 
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1953 


APPOINTMENTS VACANT 


TOP-LINE 
ACCOUNTS 


EXECUTIVE 


WANTED 


We should like to engage 
the services of a really top- 
line accounts executive who 
could give substantial assis- 
tance in the expansion of 
the agency. 

We want a person who 
could on the basis of salary 
and generous commission, 
quickly earn a substantial 
four-figure salary. 

Please write in the first 
place to Managing Director- 
RIPLEY, PRESTON & CO. LTD. 

Wheatsheaf House, 
4 Carmelite Street, 
London E.C.4. 


And at Birmingham, Manchester, 
Sheffield, Leicester and Bristol. 


AuGustT 27, 


TWO FIRST-CLASS FASHION 
ARTISTS required in London. Experi- 
enced in full wash and colour for (a) 
Women's fashions, (b) Men's fashions, 
Highest salaries offered. Write parti- 
culars 


Box 5368 Ad. Weckly 180 Fleet St EC4 


POINT 
OF 
SALE 


SPECIALIST 


Expert required to handle 
existing accounts. Applicant 
must be able to use, adapt and 
put over constantly changing 
new and unusual ideas in the 
field, 

THE APPOINTMENT IS 
PERMANENT 
PENSIONABLE 

& PROGRESSIVE 


COMMENCING REMUNERATION 
depends upon ability and 
experience but would not 
be less than £1,000 per 
year plus expenses. 

Box 53 


5 
Advertiser's Weekly 180 Fleet St EC4 


MARKET RESEARCH: 
pointments for women to interview the 
public on commercial and social sub- 
jects Applicants must be resident in 
London but able to work away from 


home if necessary for periods of one 
week or more. Training given, Start- 
ing salary £6 a week with out of pocket 
expenses. Apply in writing, stating age. 
education, experience and salary 
earned, to: Research Services Ltd. 
(FW) 91 Shaftesbury Avenue, 
London, W.1 

be), ae NITY for Young Man, about 


© train for position in Circu- 
ae yn Depat tment of Trade Paper 
Publ shers, Knowledge typewriting an 
advantage. Write, giving age. qualifi- 
cations, et to 


Box 4463 Ad Weekly 180 Fiect St EC4 


Permanent ap- | 


iii 


CLASSIFIED ADVERTISEMENT» 


APPOINTMENTS VACANT 


MASIUS & FERGUSSON 


LIMITED 


have a vacancy for an experi- 
enced man in the Production 
Department. Applicants must 
have had previous agency ex- 
perience. 

Apply for an appointment 
either by letter or telephone. 


The Production Manager, 
40, Berkeley Square, W.! 
Telephone: GROsvenor 4774. 


YOUNG SPACE-SALESMAN who is 
looking for an opening, where merit 
will be rewarded by promotion and 
salary increases, is required by a well- 
known group of Fleet Street periodical 


publishing companies. Selling classifies 
and small display spaces will be the 
preliminary test and, if successful, a 


position selling display space on one 
of the group's periodicals will be ar- 
ranged a mmenc: ng salary £7-48 
Particulars of age and experience to 
Box 5386 Ad Weekly 180 Fleet St BC4 


CREATIVE 


LAYOUT 
ARTIST 


WANTED 
BY LEADING LONDON AGENCY 


Must be experienced in 
National Advertising 
Appreciation of Typography. 


Box 5229 
Advertiser's Weekly 180 Fleet &t EC4 


LONDON PUBLISHERS require experi- 
enced journalist (under 38) to take 
charge of book promotion and publi- 
city, Must have speed, ideas, good 
contacts and wide knowledge of media 
Knowledge of book trade preferred 
Salary £800 of ae according to 
qualifications. Wr 
Box 5364 Ad Weekly 180 Fleet St EC4 


SENIOR 
PRODUCTION MAN 


required to take charge of 
Space Dept. Must be exper- 
ienced and a good organiser. 


State age, qualifications and 
salary required to Managing 
Director, 


Gilbert Advertising Ltd., 
10, Norfolk Street, 
Strand, W.C.2. 


APPOINTMENTS WANT 


VISUALISER/ COPYWRITER. Student 


specialising: virile mind; high creative 
potential; crisp writer; secks progres- 
sive opening with agency 

Box S381 Ad. Weekly 180 Fleet St BC4 
1OP-LEVEL SPACE REPRESENTA- 
TIVE, having outstanding sales record 
and exceptional ability to obtain own 
media, offers his services to firm where 
thes qualifications will receive the 
commensurate reward. Also capable of 


controlling and training sales staff 
Replies, which will be treated confiden- 
tially, to 

Box $371 Ad. Weekly 180 Fleet St EC4 


APPOINTMENTS WANTE 


CREATIVE LAYOUT ARTIST. 5 5 
Agency experience (London). 1 
graphy. Lettering and Figure \W 
Box 5320 Ad. Weekly 180 Fleet St 

SHORTHAND-TYPISTS. Private S« 

If you are o 


. W.C.2. (WHitehall 3924). We 
specialise in efficient personnel 
SECRETARY /SHORTHAND TYPist. 


age 31 years. Highly experience: 
Advertising; 15 years with publis 
firm. Ability to work on jnitia 


supervise staff and deal with confiden. 
tial matters 
Box 5377 Ad. Weckly 180 Fleet S 


WELL-KNOWN 
ADVERTISING 
SALESMAN 


having established offices in Central 
Edinburgh is prepared to act as 
Scottish Representative for Adver 
tising, Editorial andlor Circulation 
to a limited number of First Class 
Trade or Consumer Publications 
Send details in confidence to 


Box 5325 
Advertiser's Weekly 180 Fleet St EC4 


ic4 


MAN, late middie age, but advantaged 
with long experience and loyalty of his 
generation, secks post. Any type of 
advertising. Start wanted even low 
level to prove top level capabilities 
Box 666, 55 Bryanston Strect, London, 

1 


SENIOR EXECUTIVE, AIPA... DAA, 
46, now Assistant Advertising Manager 
copy writer-administrator, secks post 
with possibilities Wide = advertising 
and P.R. experience; chemist trade, 
medical, technical and consumer 
Box 5378 Ad. Weekly 180 Fleet St EC4 

RETOUCHER (FIGURE) and general 
not mechanical. Exper: colourist, part 
or full time 
Box 5338 Ad. Weekly 180 Fleet St EC4 

SHOWCARD, CUT OUTS, LETTERING 


ARTIST, 25. 3 years’ studio experience 
6 years art training, wishes to join 
siudio or display group 


Box 5380 Ad. Weckly 180 Fleet St EC4 


BUSINESS OPPORTUNITIES 


LONDON COMPANY require to pur 


chase cither outright ofr controlling 
interest in studio capable of creative 
work for showcards and cut-outs 
Working arrangement considered 
Must be experienced in full colour 
with knowledge of litho reproduction 
methods 

Box $302 Ad. Weckly 180 Fleet St EC 4 


ADVERTISEMENT REPRESENTA.- 
TIVES can (where agreements permit) 
add considerably to their income by 
acting as Contact Men for a well-known 
Postal Publicity organisation 
Box $375 Ad. Weekly 180 Flee: St BC4 


| SUPPLIES 


printing 
Instruction Books 


Spare Parts Lists 
Charts & Posters 


We undertake a part, or the whole 
job, of producing perspective draw- 
ings, litho or letterpress printing, 
compiling etc. Specialists in Tech- 
nical Publications. 


TECHNIGRAPHIC 


TECHNIGRAPHIC (BRISTOL) LIMITED 


ADVERTISER'S WEEKLY 


PERSONAL 


MEET LIKE-MINDS ar | 


Hampton Lane, Bristol, 6. Tel. 38398 


37D, SPECTACLES for vewing ¢ t 
r films. Bilbax, Heath Works, Wink 
field Road, Ascot. Telephone Ascot! 


’Phone your Classifieds to CHA 8844 (kx 25) 


he Writers’ and 
Haymarket, S.W.1. 
self-governing club for 
Authors, Composers, 
Playwrights, and all other Creative 
Artists Absolutely non-political, 
er ay L. A. G. Sirong; Secretary 
Pels; £1-10 pa. Telephone: 
‘636 


ACCOMMODATION 


FLEET STREET. 
proximately 275 
newspaper 
Fleet Street 


SALES AND WANTS 


Artists’ Club, 43 
The only 
Journalists, 


w 
WHI 


offices to liet, 
square feet. Ideal ‘oe 
representative.—-Miles, 58 
Cent, $793/4 


IMPROVED LETTER FILES. Ask for 
list. GAZEBO, 57 Packington Road, 
Acton, London, Wi ACOm 4711 


|__ COURSES —__ 
AA and IIPA 


EXAMINATIONS 


INTERNATIONAL CORRESPON- 
DENCE SCHOOLS offer comprehen- 
sive and uptodate Home Study 
Courses and Tuition in preparation 
for the above Examinations These 
Courses have been prepared by cx 
perienced and successful advertising 
men 

Year after year LCS. Students figure 
prominently in the lists of passes and 
with our help many advertising men 
and women have become Associates 
of the LLP.A. of A.A. diploma 
holders 

All our candidates are coached until 
successful without extra charge 


also give epoctaient training in 
COMMERCIAL RT, POSTER 
DESIGN. LE TTERING and SIGN 
WRITING 


Write to-day for free book containing 
full information about our excellent 
insiructions service 


Dept. B, INTERNATIONAL 


CORRESPONDENCE SCHOOLS 
International Buildings, Kingsway, W.C.2 


MISCELLANEOUS 


CLAPHAM 
ADVERTISING STUDIOS 


First class Models 
available for all Studios 


Anything supplied for 
photographic illustrations from 
a flea to an elephant, 


Give us a ring Day 
or Night 
MACaulay 8621 


23 The Pavement 
Clapham Common : S.W.4. 


DEBTS coments throushou Aeitain, No 
result — argc. Brilegal (Betab. 
1919) OL aoe a+ Pradford 


VITREOUS STEEL SIGNS 
AND NAMEPLATES 
in colour to your requirements 


FOICIK LTD. 
36-38, Western Road, London, E.13. 
GRA: 4524 
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ADVERTISER'S WEEKLY 


The LPE is looking for a 
MIDDLEWEIGHT 


(but not mediocre) 


VISUALISER | 


What is wanted is a youngish man of talent, with 
some years of useful agency experience behind 
him, to fit into a small creative group. This group 


is doing some very interesting work on accounts 
you will have seen widely advertised. 


It is an agreeable job providing wide opportunities 
which the successful applicant is likely to find 
interesting and stimulating. Will you please write 
an informative letter, but do not enclose any 
specimens. 


WRITE TO: L. A. G. Willcock The London Press 
Exchange Ltd., 110 St. Martin’s Lane, W.C.2 


| 
| 
| 


typographer 


with considerable experience in 


press advertisement typography and 


adaptation is required by 


S. H. BENSON LTD 


KINGSWAY HALL, KINGSWAY, W.C.2 


Write giving particulars 


to the Art Director 


August 27, 1953. Printed in England by Staples Printers 


| ad. 
| magazines. 


Memo to your Secretary 


Tuurspay, AuGUST 27, 1953 


Send for brochure on 
the new Daimler 


CONQUEST 


All over the country the Daimler 
Conquest is now proving how true 
it was that high performance and 


traditional Daimler dignity could | 


be combined and brought into the 
medium price field. 

This remarkable car has a top speed 
of over 80, cruises at 70, and ac- 


celerates (for example) from 0-30 | 


in 5 seconds. It has the Daimler 
fluid flywheel and preselector gear- 
change for superbly easy handling. 


— STOP 


It has in addition, the fine line, the 
perfection of finish that is so typi- 
cally Daimler. 
| These and many other important 
| features are set out in some detail 
in an illustrated brochure which 
you should write for without delay, 
| Please address your enquiry to Bureau 
| 41, The Daimler Company Lid., 
Coventry. A copy will be sent to you 
together with the address of your 
nearest Daimler distributor. 


““OUT OF PEDIGREE COMES PACE” 


PRESS — 


NEW CAMPAIGN IN 
PROVINCIAL PRESS 


Advertising campaign in provin- 
cial press about to be launched by 
Birds Eye Sales Ltd. Aim is to sup- 
port selling efforts of retailers. 
Advertisements will be eight-iach 
triples with different copy for each 
week of campaign. Copy will em- 
phasise freshness of the product and 
items will be featured in the vege- 
table, fruit and fish fields Agents: 
Lintas Ltd. 


WHITWORTHS NEW 
WHITE FLOUR 


Whitworths will advertise a new 
white flour in national press in 
September, with a 4-page in “Radio 
Times,” based on slogan “It’s white, 
it’s light, as a summer cloud.” This 
will also appear in women’s 
In October there will 
be another 4-page in “Radio Times,” 
a full colour page in “Woman's 


| Own,” and an outside back cover 


of “Woman.” Showcards have been 


| planned to tie-up with the advertis- 


ing. Agents: Godbolds Ltd. 

Ever Ready advertising in 
national and provincial newspapers 
will be intensified during “Selling 
Fortnight” from September 28 to 


| October 10. 


“Derbyshire Times” ending “A” 
and “B” system for smalls as from 
September 4. 


New Ovaltine product—Ovaltine 
biscuits—has been launched by A. 
Wander Ltd. Large spaces taken in 
each of London evening newspapers 
by agents Saward, Baker & Co., 
Ltd. The biscuits are being mar- 
keted in half-pound cartons retail- 
ing at Is. 3d. Each carton contains 
two quarter-pound airtight sealed 
packets. 


New office opened in Edinburgh 
at 33 Melville Street by Spicers Ltd. 
Daily delivery service has been in- 
augurated with vans plying between 
Glasgow and Edinburgh. 


Need for dealers to boost Radio 
Show is emphasised by EF. A. Lever, 
sales director of Ultra Electric Ltd., 
writing in “R.T.R.A. Magazine,” 
monthly journal of Radio and Tele- 
vision Retailers’ Association. 


HAROLD BOULTER 
BREAKS A LEG 


Harold FE. Boulter, chairman of 
H. E. Boulter Publicity Ltd. (Shef- 
field), chairman of Publicity Club 
of Sheffield and hon. social secre- 
tary of the Advertising Clubs’ Con- 
ference, fell down some steps on 
Tuesday while inspecting prospective 
new premises for the Air Cadet 
Council, of which he is a member, 
and broke his leg. He was taken to 
hospital and allowed to return home 
after his leg had been placed in 
| plaster. 


" Published by the Proprietors, BUSINESS PUBLICATIONS, Ltd., at their office at 180, Fleet Street, London, E.C.4. (Phone: Chancery 8844.) 
Limited at their Great Titchfield Street, London, establishment. 
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